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Your 
Tool Department 


1 —MOST IMPORTANT in selling tools is an effective store display. 
2—THIS must show your entire variety—and be easily accessible t 
your clerks. 3 


<4 —TO BE SUCCESSFUL, a dealer should have a well-selected variety 
of tools—the quality of which is well-known and advertised. 





4,—FROM TIME TO,TIME'window displays must be made. Nothing 
attracts new customers like a well trimmed tool window. 


 KRAEUTER PLIERS will help you meet these requirements. 


KRAEUTER & COMPANY 


ESTABLISHED 1860 NEWARK, N. J. 











Advertising Index, Page 102 Editorial Index, Page 23 
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THE ORIGINAL 4 


“UNDERHILL HATCHETS 


Have been on the market for over 70 years 





First made by the UNDERHILL EDGE TOOL CO., Nashua, N. H., which company 
was acquired by us. These Hatchets are drop forged from A NEW STEEL of 
VANADIUM analysis recently developed and MADE EXCLUSIVELY FOR US. 


They are TOUGHER and STRONGER than any thin blade hatchet heretofore produced. 
The heads are MILLED and hardened; TOUGH. Will not break nor batter down. 


CHICAGO PATTERN 


















































Milled Head 
— No. 40. 9 rows. 81 points 
— a CALIFORNIA PATTERN 
_ SSS (with nail-slot) 
—————— Milled Head 
————————— No. 60-S. 12 rows. 144 points 
ee | No.70-S. 16 rows. 256 points 


a 





The Best Known 
and Known as 


THE BEST 
FRUIT BOX HATCHET 

Milled Head 

12 rows. 144 points 


16 rows. 256 points 





UNDERHILL THIN BLADE HATCHETS are also made in the following patterns: 





No. 
No. 


No 
No 
No 


10—Philadelphia Pattern Lath 
20—Regular Pattern Lath 

. 30—Boston Pattern Lath 

. 50—St. Louis Pattern Lath 


. 60—California, without nail-slot 


Kelly Axe & Tool Co., Inc., 


No. 70—California Pattern, without nail-slot 
No. 21—Haines Pattern, Lath 

No. 11—Haines Pattern, Shingling Size 1 
No. 12—Haines Pattern, Shingling Size 2 
No. 31—Haines Pattern, Half Size 1 

No. 32—Haines Pattern, Half Size 2 


Charleston, W. Va., U. S. A. 
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(Printed in U. 8. A.) 
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SPECIAL PURPOSE SAWS 


MAKE EXTRA SALES 


FOR HARDWARE DEALERS 


The average 
householder has 
one saw—uS- 
ually a hand 
saw with cross- 


\) 


bay 







medium size. 
He will use it 
for every pur- 
pose from saw- 
ing large green 
logs to cutting a 
mitre for a pic- 


Sell hien a back caw Why? frame. 


Usually because he does not know of 


the variety of saws for special purposes 
—and nobody tells him. 


Here is an opportunity for hardware 
dealers to do some educational work 
that will reap returns in sales of special 
purpose saws. 


You could is 
work out a fine ~~ ~ 
window trim ,~ %\ 
along this line. \ 

Take hack saws, / 

back saws, com- 
pass saws, key- 
hole saws, cop- 
ing saws, a nest 
of saws and ar- 
range them in 
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your window. ra 


cut teeth of 
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Letter a card for 
each saw—de- 
scribing its use. 


A good compass saw 
prospect 


Mr. Brown, 
“who tried to 
make a smooth 
joint on a piece 
of moulding, is 
going to see that 
back saw. Mr. 
Jones, whohacks 
metal with a 
cold chisel, will 
look at that 
hack saw. 


And so on. 

Here’s a hack sawsale Every man at 

some time has 

had a job where his hand saw wasn’t 

the right saw to use. And he probably 

never knew there was a saw for just 
that job. 

You can sell one or two saws to men 

you think are not even saw prospects. 


Youcan stimu- 
late real interest 
in special - pur- 
pose saws by dis- 
playing them 
continually and 
by pointing out 
the jobs for 
which they are 
intended. 

Every man 
has pride in his 
work. When he 
finds he can do 
a better job with 
a special saw, 
you’re going to He never heard of a 
have acustomer. ra sae 
If we can help You on this, write us. 
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“HOW DOES IT WORK?” 


ASKS THE CUSTOMER 


This is the fourth instalment of a 
series giving saw jaformation that will 
help you in selling saws. The previous 
chapters will be mailed anyone on re- 
quest. 





How a rip saw cuts 


HOW A RIP SAW CUTS 


The ripping of lumber, that is, cutting 
or splitting it lengthwise with the grain, 
requires different action on the part of 
the saw tooth, from cross-cutting. Con- 
sequently, the rip tooth is of another 
shape. Although a cross-cutting saw 
can rip lumber more easily than a rip 
saw can cut across the grain, the former 
operation would be slow and arduous 
work. The form of tooth in a cross- 
cutting saw does not properly sever the 
fibers in ripping because the line of the 
cutting edge runs with the fibre instead 
of across it. This being the case the 
saw cannot cut freely nor entirely clear 
itself in the kerf. 

The rip saw 
tooth hasa 
straight front. 
Its cutting edge 
strikes at prac- 
tically a _ right 
angle to the fibre 
of the wood, but 
severs it at only 
one place—the 
front of the tooth 
wedging out thg 
piece of wood. 


This may be 
more clearly un- 
derstood by mak- 
ing a direct com- 
parison with the 
cross-cutting 
tooth. As previ- View of rip saw teeth | 
ously stated, this showing ‘‘chisel’’ edges 
scores with the point and cuts with the 
knife-like outside front. The rip tooth, 
with its straight front and cutting edge 
on top, strokes down. The compara- 
tively wide cutting edge, cutting across 
the long fibres of wood, enters deeper 
and deeper. The wedge-like body of 











the tooth presses against the partially , 


severed piece of wood until, unable to 
stand the strain, the fibres on the sides 
and bottom of the small section tear 
apart. Piece after piece, each succes- 
sive tooth cutting its portion of half the 
width of the kerf, is thus separated from 
the main body of the board and carried 
out in the gullets of the teeth at each 
thrust of the saw. In this manner the 
rip saw practically chisels out the kerf 
in small sections, leading to a complete 
division of the board. 





| QUALITY TOOL SALES- 


MEN TO BE AWARDED 
CASH PRIZES 


Many a hardware dealer and sales- 
clerk have sold quality tools where 
cheap ones were asked for. 


_ Such a policy helps a store—not only 
in immediate cash profits, but in the 
eventual good will of customers. 


Disston is offering three prizes for 
the three letters best describing how a 
dealer or clerk sold a quality saw in 
place of an inferior one. 


No restrictions. Just write us a letter 
telling how you swung the sale to a 
quality saw. What sales talk did you 
give? How did you sway your cus- 
tomer? Did he offer objections? How 
did you overcome them? | 


We will pay $15 for the best letter; 
$10 for the second best; $5 for the third 
best. Contest closes March 5, 1926. 
Winners will be announced promptly 
thereafter. Replies will be judged by 
Henry Disston & Sons, Inc. Equal 
prizes will be given tieing contestants. 


- Address your letter to 


Sales Promotion Manager, 
Henry Disston & Sons, Inc., 
Philadelphia, U. S. A. 








PRUNING TIME 


For pruning time stock Disston Hand 
Pruning Shears. Only three styles- 
but they fill every need. A simplified 
line that keeps your stock down. 


Disston quality throughout. Handle 
and blade forged from one piece of 
Disston Steel. Strong cutting edges 
hardened and tempered the Disston 
way to stay sharp. Equipped with 
Tension Device patented by Disston. 
A feature that pleases the user. Dis- 
play carton free with each half-dozen. 


Disston makes the most complete line 
of good quality Pruning Saws and Tools. 
Write for information. 


DISSTON 


DISSTON 
NO. 182 


DISSTON 





DISSTON HAND PRUNERS 


Three styles: No. 150, volute spring, full 
lished. No. 152, hinge spring, full polished. 
o. 153, leaf spring, full polished. Also fur- 
nished half polished in Nos. 250, 252, and 253. 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. 
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Before you sign a contract 


























































No basement required. The Ideal Vecto 
Heater is placed in any living room and sends its 
healthful warmth circulating throughout every 
other room. 


Comfort in every room. One owner writes, 
“It burns very little coal, not more than the old 
heater, yet the Vecto Heater heats the whole 
house, upstairs as well as downstairs.” 


A turn of the handle gives more or less 
heat. With Vecto it is not necessary to watch 
over the fire or stoop to adjust the damper, or to 


R the small home and other 
small building (up to 8,000 
cubic feet) the Ideal Vecto Heater 
brings solid comfort at lowest cost. 


It brings this at a price that is 
within reach of anyone and 
it warms the whole home for the 
usual cost of heating one room. 
Its warmth is the nearest approach 
to Radiator warmth that anyone 
could have without the use of 
radiators. 










The Ideal Vecto Heater 


THE VECTO HEATER is an ornament in any room. 
It requires no basement for installation. For more or 
less heat you only need to turn a handle. Compact and 
self-contained, it may be moved like furniture. It burns 
either coal or wood and will warm faithfully and effi- 
ciently for a lifetime. 









spend time and trouble in regulating the fire. For 
more or less heat only a turn of the control handle 
is necessary. 


Easily installed. The Vecto Heater is easily 
installed. Only a chimney connection is required. 
Within an hour the Heater is ready for operation 


Low Price. The advertised price on the Vecto 
Heater is $97.00, available to your customers in 
the way they like to buy—easy payments. But 
you do not have to wait for your money. We 
finance each sale for you. 
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—see the Vecto salesman 


OR the Heating Contractor, 

the Ideal Vecto Heater opens 
up tremendous possibilities for a 
new and wider field of service. It 
can be easily stocked, sold and 
delivered like any other piece of 
merchandise. 


You, too, can make over 
$300. in one day 

Several dealers have reported that 
they have sold their entire stock 
of Ideal Vecto Heaters in one day. 
Each sale brought a real profit— 
altogether over and above their 
usual earnings. 

You can make the same kind 
of profits. 





To help you make more profit 


AT THE RIGHT are shown some of the sales helps 
which are at your disposal. These include a window dis- 
play, advertisements to run in your local newspaper, four- 
color Vecto leaflets which will be imprinted with your 
name and address, illustrated letters which we shall be 
glad to send to prospects, and attractive catalogues printed 
in many colors. The Vecto salesman will explain the Vecto 
Profit Plan to you. 








Before you sign any contract—see the Vecto salesman 



























AMERICAN RADIATOR COMPANY 





Showrooms and sales offices: New York, Boston, Providence, New Haven, Newark, Philadelphia, Baltimore, Washington, Richmond, Buffalo, 
Pittsburgh, Cleveland, Detroit, Cincinnati, Atlanta, Chicago, Milwaukee, Indianapolis, St. Louis, St. Paul, Minneapolis, Omaha, 
Kansas City, Denver, San Francisco, Los Angeles, Seattle, Toronto, London, Paris, Milan, Brussels, Berlin 


Makers of IDEAL BOILERS and AMERICAN RADIATORS and other products for heating, ventilating and refrigeration 





Oty s AMERICAN RADIATOR COMPANY 


| Direct Mail Advertising Dept. 196 
1807 Elmwood Ave., Buffalo, N.Y- 















my name and address imprinted. 
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GENTLEMEN: Please send me broadside of local dealer 


Vecto ads, and a supply of Vecto consumer leaflets with 


Name__. . a all 
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The Star Special Flexible Blade was presented 
to the American market some few months back 
as the latest development of a perfected flex- 
ible blade. 


The makers, Clemson Bros., Inc., of Middletown, 
New York introduced the famous all hard Star 
Blade forty-two years ago. 


This blade outshines them all when cutting 
soft metals, heavy tin sheets, angles, pipe, 
conduit, etc. 


Write for Free Sample Blades 


“Makers Since 1883” 


>) STARHACK SAW BLADES 


CLEMSON BROS., INC. MIDDLETOWN, N. Y. 
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‘Time, 
in Two 


t- Two large capacity tubs, 
each tub equipped with 
complete washing gearing. 
Washes twice as fast as 
any single tub machine— 
double capacity, double 
speed, double value. 


— Tubs are made of heavy, 
cold-rolled copper, corru- 
gated to give them maxi- 
mum strength and to 
assist in the washing pro- 
cess. May be equipped 
with gas heaters. 


- Lids are of cast aluminum, 
light, but very strong, 
tight-fitting and steam- 
proof. Equipped with Dex- 
ter super-efficient alumi- 
num agulators which 
cleanse the clothes with 
amazing speed, but with- 
out a possibility of injury. 


4- All-metal swinging wring- 
er made of satin finish 
aluminum with twelve- 
inch cushion rolls; 
equipped with convenient 
single lever control and 

safety release. 


« A liberal profit for you in 
every sale, made possible 
by an attractive finance 
plan that gives you vol- 
ume without cutting into 
your net earnings, and a 
complete program of sell- 
ing helps that will enable 
you to reach every washer 
prospect in your com- 
munity. 
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Washes 100 pounds 


per hour; turns out the clothes beau- 
tifully white and clean without the 
necessity for soaking, boiling or hand- 
rubbing. 






HE new Dexter, Double Tub is 

the latest development in the 

evolution of washer equipment— 

speedy, sturdily built, mechanically 

simple, priced lower than many sin- 
gle tub washers. 


Place this washer on your showroom floor 
and watch it climb into a place of leadership. 
Practical women are quick to appreciate its 
advantages. Write for prices and discounts, and 
exclusive dealer sales plan. 


Warehouses at 


The Dexter Company 
FAIRFIELD ~- - IOWA 
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It Pays to Sell Worth While Tools 


Pexto Chisels are worth while in every re- 
spect. They are forged steel, properly hardened 
and tempered, have the celebrated mirror finish 
and the handles fit the hand snugly. 


The Pexto Chisel line consists of over thirty 
styles with all practical sizes of each style, and 
all are fully guaranteed. 


Write for catalog showing our complete line 


of Mechanics’ Hand Tools. 


Worth While Tools 


THE PECK, STOW & WILCOX CO. 


SOUTHINGTON, CONN., U. S. A. 
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It’s Buying Time for the Poultry Raiser 
It’s Selling Time for You 


Now come the big turn-over months for poultry fence and other 


Made and poultry supplies. 


Stretches Every new born chick suggests the need for netting. And netting, 

Like Farm in turn, suggests the need for other profitable items in your stock. 

Fence ' ' 
Today in your trade territory scores of potential buyers are figur- 


ing their requirements. Tomorrow they will buy. 
And, while it is buying time for the poultryman, it also is selling 
time for the dealer. Now is the time to go after this profitable trade. 


Make U. S. Poultry Fence your leader. It will bring new cus- 
tomers to your store and put money in your cash register. 


because it is made and stretches like farm fence, requires neither 
top rail nor baseboard, costs less «put up” and, makes a neater. 
more lasting fence. : 


Representative jobbers all over the country maintain complete stocks. If you 
do not know the U. S. jobber in your territory, write us for his name. 





Indiana Steel & Wire Company 


Muncie, : : Indiana 


O O \\ 


“The Wetting That Stands 








U. S. Poultry Fence appeals instantly, even to the inexperienced... 
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A Near Centur 
Experience Your 
Guarantee of Saw 

Quality 


ie When you sell Simonds Blue Ribbon 
| ae Hand Saws there is never a question 
of their quality. They are high-grade 
in every respect and their cutting 
and edge-holding ability is un- 
surpassed. Every Simonds 
Blue Ribbon Hand Saw is 
x absolutely guaranteed by 

™ the makers and backed 
by a near century ex- 
perience. 
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Order from your 
jobber. 






Simonds 4 
Saw and Steel 
Company 
Established 1832 
Fitchburg, Mass. 
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Copyright 1925, by 
Francis Keil & Son, Ins. 

















































Here’s the most remarkable jimmy 
and saw-proof lock ever made! 

Made in rim and mortise, front and store door, 
the KEIL Lock assures your customer the same 
comparative degree of security as a massive 
safe deposit vault affords a modern bank. The 


bronze bolts with revolving steel inserts defy 
entry by the jimmy, saw or wedge. 


The KEIL Lock is unquestionably the safest 
the best selling proposition ever put out for 
and protection of the customer and the profits 
to the hardware dealer. 


Particulars on request. 


FRANCIS KEIL & SON, Inc. 
401-425 East 163rd Street, New York, N. Y 


Established 1876 


u 
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Machine Screws 
Stove Bolts, 
Tire Bolts 
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American Screw Co. 


PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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ALL Car Owners Buy Hardware 


THE HARDWARE DEALER 


Is the Logical Distributor of Tires and Accessories 


This being the case, consider the following facts. 





Every year sees a large increase in the number of hardware 
dealers who sell tires and accessories. Many of the readers 
of Hardware Age have taken on this line because of the efforts 


of Hardware Age. 


Articles that show the dealer how to handle tires and acces- 
sories with the greatest profit appear in Hardware Age often. 
Stories of what other successful dealers are doing with tires 
and accessories are winning over many dealers who are well 
equipped to distribute this line profitably, for themselves and 
for the manufacturer. 


Advertise your product in the medium that has done and is 

doing so much to convince the hardware dealer of the desir- 
ability of tires and accessories as a line and your advertising 

appropriation will go farthest in RESULTS. 


Tell Your Story in 


HARDWARE AGE 





ae 
ok 
# 
<t oe 


February 18, 1926 HARDWARE AGE 15 


20 De Laval Turnovers D* ‘*V4" 8" 


tors and Milkers 





in 1925 —_. | 
Can You Beat It? sn ae 
’ parators 











O THE RIGHT is shown the De Laval Sales Record of A.T. Brown Feb. 28. 5 & | 
(address on request), local agent in one of the middle western states. : | 
Mr. Brown does not have an exceptional territory, but he sold Mar. 13— 2 Milker Outfits 
101 De Laval Separators ~ St SSepecstess 
S De Laval Milker Outfits “20-5. * 
in 1925—and turned his “ 3] 1 Milker Outft 
stock at least 20 times. | s ) i 
April 6— 1 . i 
This is real merchandising. It is making the minimum amount of capital “« 29 5S t 
yield the maximum profit. It is possible with the De Laval Line, and any _ — fi 
merchant who will work this business and cooperate with us can accomplish May 5— 5 6 
equal results, because De Laval Separators and Milkers are ~ 6— 1 Milker Outfit ; | 
{1} Easier to Sell: De Laval was the first sepa- ™ | 
rator, there are more in use, they do better work 26— 5 Separators 
and give greater satisfaction, are better known + wu 6s 6 | 
and more widely advertised. ‘on 1 Milker Outfit | 
— e 
{2} Salable Every Day in the Year: Cows are a 
milked twice a day every day in the year; there- June 16— 5 Separators 
fore De Laval Separators and Milkers can be sold ‘ 25 4 Milker Outfit | 
the year round. This makes for rapid turnover. : 
{3} Greater Sales Possibilities: There are greater July 17— 1 Separator 
sales possibilities at the present time for De Laval ‘“¢ 22— 5 Separators 
Separators and Milkers than ever before. It has “a , 
been estimated that more than two million cream 22— 1 Milker Outfit 
separators which are wasting butter -fat and ‘‘ 22— 5 Separators 
time must be replaced during the next five years. “34 5 se 
Most of this business will go to De Laval Agents. a 
The De Laval Milker business is developing rap- Sept. 19— 5 ” 
idly, has enormous possibilities, and the De Laval Oct. 16 : ‘“ 
is already recognized as the best milker. ' ; - : 
rT a é6 
Aside, however, from direct profit in the sale of separators and milkers, 23 S 
many merchants consider the indirect profit from the De Laval Agency of «© 2 § 66 
even greater value, because: Nov. 23— 5 a 
{1} De Laval brings prestige to a merchant’s ' ’ 
business, makes satisfied users and brings more Dec. 7— 5 
customers to his store. “ 37 419 rT 
{2} De Laval encourages dairying, the largest and Total —101 Separators 


most profitable branch of agriculture. Dairy cows 
bring in a steady cash income the year round. 


{3} De Laval creates greater buying power —it 
makes the merchant more and better customers. 


We are always looking for live, aggressive agents. If you think there 
is a possibility of increasing the De Laval business in your locality, get in 


touch with us. 


8 Milker Outfits 


The De Laval Separator Company 


NEW YORK 
16§ Broadway 


CHICAGO 
600 Jackson Bivd. 


SAN FRANCISCO 
61 Beale Street 
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RNew Orleans Permanent 
Snternational Trade Exhibition 


Py ADWARE Manufacturers whose prod- 
ucts are suited to the markets of Mexico, 
Central America, South America, Porto Rico, 
Cuba, the Mississippi Valley and Southern 
States can use the advantages offered by the 
New Orleans Permanent International Trade 
Exhibition. 


This Exhibition is the display window in which 
Manufacturers products will be seen by the 
Merchants of our logical Export Markets as 
well as by the Merchants of the Mississippi 
Valley and Southern States. 


Because the cooperation of the United States 
Government who by special Act of Congress 
made it possible for the New Orleans Permanent 
International Trade Exhibition to have without 
cost the buildings so well suited to the purpose, 
the cost to Exhibitors is very small—$3.00 per 
square foot per year. 


Rental money other than what is required for 
expenses will be used in furthering the interests ; | 
of Exhibitors and bringing the attractions and | 
advantages of the New Orleans Permanent [n- 
ternational Trade Exhibition to the attention of 
Merchants located in the Markets that makes 
them logical supporters of this Permanent Ex- 


hibition. 


New Orleans Permanent 
Snternational Trade Exhibition 
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Increase Your Business 


Without Extra Capital 
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Round Oak 
‘“‘Romal Chief’ 
Range 
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Round Oak 
“Tronbuilt’’ 


ROUND OAK 


STOVES - - RANGES - - FURNACES 
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If someone offered you a log- 
ical plan that would boost your 
sales 25%, you would give it 
consideration, even though it re- 
quired extra capital and greater 
overhead. 


Here is still a better plan, an 
opportunity to not only increase 
your sales of stoves and ranges, 
but to get more business into 
your store than is now possible. 


And the joy of it is—there is 
NO INCREASE IN OVER- 
HEAD—NO EXTRA IN- 
VESTMENT needed. You 
really work on our capital. 


The plan that makes this pos- 
sible—the Round Oak Thrift 
Plan—is the greatest sales boost- 
er ever offered to a hardware 
dealer. It permits people to buy 
the equipment they need and pay 
for it as they use it, yet the 
dealer is credited, on his own in- 
voice, for the full amount of the 
sale immediately instead of hav- 
ing to wait for collections to 
come in. 


It’s a wonderful business 
builder—this plan. It is going 
to make a lot of friends for 
every “Round Oak” dealer. 


Drop us a line on your letter- 
head today. If the Round Oak 
Agency in your territory is open, 
we will be glad to present this 
plan for your approval. 


The Beckwith 
Company 
Dowagiac, Michigan 


Round Oak Folks Established 1871 















Round Oak 
Gas Range No. C414 





Round Oak 








Oil Range No. 213 
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O.K.HAY UNLOADERS 


Absolute dependabality, 

, — ease of operation, large ca- 
UNLOADER 7 r pacity and rapid service 
—« iz: —_ have popularized Myers Un- 
oT loaders with all classes of 
farmers. Developed and 
perfected to speed unload- 
ing operations they are func- 
tioning perfectly under every 
conceivable unloading re- 
quirement. 


Regardless of the locality 
or the kind of hay and grain 





























































Seasonable it grows, Myers Unloaders 
MYERS are in evidence. And the 
enviable reputation § they 

Products, have established for them- 
selves down through the 

Pumps For years has accumulated good 
=, Every ~ will which in itself is oo 
valuable to be overlooke 
ae “ci.3 gsc, by those who sell for satis- 


faction as well as for profit. 







It's none too soon to 
place specifications for your 
season's requirements. If 
we do not already have your 
order on our books, write 
us at once. Our prices and 
terms are established. Our 
line is popular. We will 
send catalog and quote di- 
rect, or have one of our rep- 

resentatives see you. 


Write. 


















ol ili vu Vo) Vy WW 


THE F.E.MYERS & BROS 


ASHLAND, OHIO. 


ASHLAND PUMP AND HAY TOOL WORKS 
ALBANY - HARRISBURG- MILWAUKEE - CEDAR RAPIDS - ST. LOUIS- KANSAS -CITY- NEW YORK § 














= Pints with Sprayer $9.00 per Dozen 








What's in a name? 


ETAILERS tell us the name Standard Oil Co. (New 
Jersey) on the can alone sells hundreds of cans of 
Flit. To your customers the Company name is a guar- 
antee that the product is as good as can be made and 
will do everything for which it is advertised. 
To you the name Standard Oil Co. (New Jersey) is a 
guarantee of salability and permanence. 
Resources unequalled by any insecticide manufacturer 
assure that no expense will be spared to make Flit the 
leader and keep it there. : 


Expert chemists and entomologists, unsurpassed manu- 
facturing facilities and 50 years of marketing experience 
are behind Flit. The backing of the largest advertising 
campaign ever run on a household inseéticide is positive 
assurance to you that your sales will show continuous 
and rapid ‘growth. : 
Flit will still be the leader when your great 
grand-children are running your business. 
. Made by 
STANDARD OIL CO. (NEW JERSEY) 
26 Broadway, New York 


IN FOUR SIZES 
Half Pints - $4.00 per Dozen 
Pints - - + $6.00 per Dozen 


Quarts- - - $10.00 per Dozen 
$33.00 per Dozen 

































DESTROYS 
Flies 
Mosquitoes 









Bed Bugs 
Koaches 


Gad Their Eggs 
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Biggest Advertising Campaign 
Behind Any Household Insecticide 


‘THE FLIT advertising campaign during 1926 will 
be almost double that of last year. Again Flit 
will dominate in the household insecticide field. 


Over 4,500 Newspapers 
These newspapers will carry the Flit message regu- 
larly to more than nineteen million homes! 


In addition Flit will be advertised in double spread 
color pages in the 


Saturday aeiiities Post 
and in full pages in color in the 


Ladies Home Journal 
Good Housekeeping 
Liberty Magazine 

These great national magazines are 
read in over seven million homes. 


Advertising is what sells insecticides and Flit advertising 
will lead the field. Get in a stock of Flit early. Good 


profit—trapid turnover. 
Fiit Is the Highest Quality Housebold Insecticide That Is Made by the 


STANDARD OIL CO. (NEW JERSEY) 
























JOIN THE 
HEALTH SQUAD 
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Are you looking ahead? 


PRING is only a few wecks off. There will be 
many roofs.in your community that were O. K. | 


last Fall but now need repaits. : 
Are you prepared to meet the demand for Ruberoid Roof Coating i 
and Ruberoid Plastic? If not, now is the time to lay in a supply. | 
Dealers who are thoroughly conversant with the use of paints realize the 
importance of selling one especially prepared for roofs alone—and 
Ruberoid Roof Coating is the big seller in that line. 
Roofers will soon be asking you, too, for Ruberoid Plastic which 
nothing can beat for permanent repairs around flashings and gutters. 
And they'll want Ruberoid Liquid Fibre Cement for roof surfaces that 
are badly worn. 


seaman = = 








These Ruberoid Products have proved their quality on thousands Sistianicdite tite anche tate 
of roofs for over thirty years. You can recommend them with perfect 

confidence in repeat sales and substantial profits. ———— os 
iDti © The RUBEROID Co. : 
Write us for prices and complete descriptions. 3 95 Madcon Ave, New Yok . | 
. Gentlemen: Please send me § 
The RUBEROID Co. * prices and descriptive literature $ 
Chicago New York Boston = regarding the Ruberoid Products § 


* checked below. 


= C) Ruberoid Roof Coatings 
* (1) Ruberoid Plastic ’ 
C) Ruberoid Liquid Fibre Cement : 





U-BER-OID == -— 


ROOF COATINGS i 
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ITKINS 4 


= SILVER © AWSes 


Pruning and Pruning Saws 
Success in pruning can be greatly 
aided by selling the workman the 
right saws—ATKINS. 


Atkins Pruning Saws are 
adapted to the purpose. [hey 
are made the proper shape, 
so as to be available for 
use in cramped places— 
and the correct balance 
so as to make the saw 
easy to handle— 
both of these are 
important facts 
to consider 
when order- 
































POPULAR PATTERNS 
of Atkins Pruning Saws 


AG 


Atkins No. 4. A popular saw for heavy work 


= i, 


Atkins No. 7 Tapered Atkins No. 10 Tapered 


PLACE YOUR ORDER PROMPTLY 


You will not make a mistake by ordering Atkins Pruning Saws. Send to us for copy 
of our book “Pruning Pays.’ Give us the names of those who use Pruning Saws in 
your locality and we will send one of these books with your imprint thereon to each 


prospect. Address nearest point below. 


E.C. ATKINS & COMPANY 


Established 1857 THE SILVER STEEL SAW PEOPLE 




























Machine Knife Factory: HOME OFFICE and FACTORY: ‘ Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES 
Atlanta Memphis New Orleans Portland ~ Seattle 
: Minneapolis New York San Francisco 
a ‘ el B. C. Paris, France 
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239 West 39th Street, New York City 
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BRANCH OFFICES 


Chicago, 1507 Otis Building; Pittsburgh, 1002 Park Building; Boston, 425 
Park Square Building; Philadelphia, 1402 Widener Building ; Cleveland, 
539 Guardian Building ; Cincinnati, 904 First National Bank Building; 


Detroit, Basso Building, 7338 
Street; London, England, 11 Haymarket, S. 


Woodward Ave. ie Francisco, 320 Market 


SUBSCRIPTION PrRices—United States, its possessions, Canada, Mexico, 


Central America, South America, Spain and its colonies, 1 year, 
2 years, $4.00. 
Single copies, 25c. each. Subscription remittance shoul 
Check, Post Office Money Order, 

payable to HaRDWARBD AGz, New York. 


$3.00; 
Foreign countries, not taking domestic rates, 1 year, $6. 00. 
d be made 


xpress Money Order or Bank a 








In This Issue 


You will find another installment 
of the series of Cutlery Articles by 
John Cassin in which some interest- 
ing facts regarding the observations 
of a cutlery salesman are discussed. 


In the sale of radio, auto acces- 
sories and electrical goods the hard- 
ware merchant is confronted with 
many problems, the most outstanding 
of which is competition. Therefore, 
it is with pleasure we announce 
that in this issue of HARDWARE AGE 
there are three articles, one each de- 
scriptive of the methods for success 
in these lines, which should prove of 
material assistance in the profitable 
sale and display of these goods. 





What Readers Say 
About Us 


“Store rearrange dd. _ Encouraged by read- 
ing HARDWARE AGE 
(Signed) LEON JACOBS, 
San Francisco, Cal. 


“We are enclosing our check for $4.00 
for a two-year subscription to HARQWARE 
AGE and wish to say we know of no bet- 
ter investment for a new company.” 

(Signed ) 
GULF STREAM ME RCANTILE CoO., 
INC Loca Raton, Fla. 


“It is a pleasure to read HARDWARE AGE 
and I wish your entire organization the 
greatest of success.” 

(Signed) J. FE. COCKRIEL, 
Owensboro, Ky. 
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HEN a carpenter finds that 





W 


chased were expensive because of 





the cheap hinges he pur- 


the extra labor costs, he involun- 
tarily blames the merchant. To pro- 
tect yourself, sell McKinney hinges. 


McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 
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Greasing 


the Skids” 


Buying Right 
Is Foundation 





LLEW S. SOULE 


HE makers of hard times are at their old tricks again. They are doing 
their level best to put the skids under the last half of 1926. 

Ninety-nine per cent of the so-called hard times periods in this country 
are the results of mental attitudes. Depressions are manufactured, adver- 
tised and sold, and the gullible public chalks up the loss against conditions. 

Today the professional business prophets are forecasting excellent business 
for the first six months of this year, but are slyly insinuating that the last six 
months are in for a curtailment of prosperity. 

Why? Nobody seems to know. The same elements that make for pros- 
perity will still be with us, and the same people to deal with those elements. 
The amount of wealth will be the same. Men, women and children will have 
the same wants and the same needs. What then can possibly cause this threat- 
ened depression? 

Not a thing on earth, but lack of confidence. If we have faith in our 
country, our business, ourselves—and couple that faith to action—prosperitv 
is sure to continue. 

On the other hand, if we grow pessimistic—if we listen to the calamity 
howler and help advertise his program—we can bring about the very things 
he foretells. Why be pawns on the pessimist's chess board? Why help him 
grease. the skids for prosperity? Why not scatter a few sand burrs and banana 
peels on his own little private path? 

There is no reason why 1926 should not be a big year. (ALL OF IT). We 
can make it so if we will. Also we can insure many future years of prosperity 
by relegating the depression forecaster to the trash pile along with the fortune 
teller, the old-fashioned almanac and the fountain of youth. 


Let s Go. 


A exchange item which appeared in the last issue of HARDWARE AGI- 
strongly stresses selling as the panacea for merchandising ills. 

Quite truly the author says that profits are derived from sales; that not 
one cent of actual profit is obtained until the goods have been sold and the 
money collected. 

All-well and good. We agree in principle. But—we would like to see the 
picture of the man who ever sold, at a profit, goods which were bought in too 
large a quantity at too high a price. 

Profits are made from selling, but proper buying, both in quantity and 
price, is the only foundation on which profitable sales can be built. 
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Kence Market of the Future 


A canvass of your community will convince you that 
the farms are underfenced and that proper 
leadership will build a greater business 
By Elmer T. Wible 


there are in the United States 6,448,343 farms. 

The average size of these farms is 148.2 acres 
per farm of which an average of 78.0 acres are im- 
proved. Unquestionably the unimproved acreage adds 
to the total fence requirements, as much of it lies 
within border fences, and thousands of these acres are 
being cleared and improved every year. 

For our present purpose, however, we may say in 
round figures that there are 6,500,000 farms, aver- 
aging 80 improved acres each, involved in the nation’s 
fencing problem. If we study the fencing problem of 
one 80-acre farm and multiply this by the number of 
farms in any county or state we shall have a fair 
index of fence requirements. 

Smaller farms are necessarily cultivated more in- 
tensively and in proportion to acreage require more 
wire fence. Farms above the average are usually cul- 
tivated in larger fields, and, while they require more 
total fence, their requirements in proportion to acre- 
age are somewhat less. Therefore, the farm is a better 
unit upon which to base our estimate than the acre. 


An 80-Acre Farm 


There are certain territorial influences to be taken 
into consideration, because, for example, a cotton- 
growing section of Mississippi will use less fence per 
farm than a hog-growing district of Iowa. At the 
same time, the cotton section, because it is just taking 
up more live stock, poultry and diversified farming, 
may require a lot of complete fences, whereas the es- 
tablished live stock district may need only replace- 
ment fences. 

Let us take as a unit for consideration a farm with 
the average 80 improved acres. This farm is indicated 
on the accompanying sketch. It is a modern farm; 
that is, one upon which two or more different crops 


CCORDING to the Government Census of 1920 


Farmers with good 
fences and good 
barns find that they 
pay for themselves 
and pay dividends. 
The dealer who en- 
courages their use Ln 
adds to the pros- pet FH 
perity of his com- we 

munity and enjoys 
the fruits of his ser- Se 
vice for years to 

come 


al an 

os 
eae aged +2 
‘3 


; 


em 2 hee 2 
at Be r : — ’ 
Eee eee Te 


bh oy Aha i om Oe “7 

3 , » i i Pe Mp5 et Sgn ‘ ith 
oe ee 2 ae Pe eee * 5a 3 ; T  ® apct ie ) tf he = ae c=" ih ack tek 
ty a » te Ble goo 7 4 - ’ r 3 a tt ae * af oy } Lett 4 i tape 
bs : ' ; ; 4 | ere) | ; 277 A a : : 5 Se, - 
/ oe ee ae oe e5ent ehee -~ 
TI BRE” 2 bol 
, ae ee es 


are grown, and which has live stock and poultry. It 
is just a modest farm, with only those requirements 
for efficient, profitable farming. It is, as every farm 
should be, one which provides most of the family’s 
table requirements, fruit, poultry and garden prod- 
ucts, with a surplus of these to be marketed profitably 
as “produce.” 

This represents the kind of a farm that your farm 
papers, agricultural colleges, county agents and ex- 
tension workers are recommending for your commu- 
nity. It is the kind of farm which will come with the 
awakening to the value of diversified farming. Just 
think what a prosperous community yours will be 
when most of the farms are conducted in this man- 
ner! : 

We think the time will come when such a farm is 
completely fenced hogtight. But to be conservative in 
our estimate of fence requirements we have half of 
the farm enclosed with barbed wire, and only the more 
intensively cultivated half enclosed with woven wire 
fence. Note also that only half of the rods of bound- 
ary fence, except that along the highway, are taken for 
this farm, assuming that the other half will be pro- 
vided by the adjoining farms. This emphasizes the 
extreme conservatism of our figures. 

The requirements for this moderately well fenced 
farm are about 570 rods of woven wire and 200 rods 
of barbed wire fence. You know that this is not too 
ambitious a program for such a farm because you 
have at times sold upward of 1000 rods of fence at a 
time to individual farmers. Maybe you think we are 
too conservative in our figures, and perhaps we are, 
based upon really efficient farming. 


Figuring by the Farm 


Now let us go back for a moment to some figures on 
fence sales. In our last article we pointed out that the 
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Good Buildings, Good 
Fences and Good 
Farming just nat- 
urally go together. 
They all indicate 
the character’ of 
farm management 
which employs these 
factors which add to 
the prosperity of the 
farm 


volume of retail fence sales has averaged about $25,- 
000,000 a year. This is a very conservative estimate, 
but it is apparent that the total consumption of fence 
has been not more than 100,000,000 rods per year, 
even including all poultry and lightweight fences. 
One hundred million rods of fence per year means an 
average of about 15 rods per farm per year in the 
United States. 

To get at an estimate for the average number of 
rods of fence in use on farms today we can take ten 
years as a fair average life of wire fence. A good, 
heavy weight, well-galvanized and properly built fence 
will last twenty or thirty years under ordinary service. 
However, there are not only lighter gage fences of 
standard quality on the market, but there are also 
“gyp” fences sold, usually not through regular retail 
channels, that are skimped both as to gage and gal- 
vanizing. 

Moreover, some climatic conditions are hard on wire, 
and woven wire that is used for temporary fences 
and moved about frequently will not last nearly as 
many years as a properly built permanent fence. 

Assuming that ten years’ fence sales equal approxi- 
mately the total of fence in service today we get an 
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average of about 150 rods per farm—about enough to 
fully enclose an eight-acre field! This seems in- 
credibly small, but that it is the actual condition can- 
not be successfully denied. 

Now, returning to our average 80-acre farm, we 
see that 570 rods of fence are needed to put half of the 
acreage under efficient control. For 6,500,000 farms 
this means a requirement of 3,605,000,000 rods of 
fence, or more than 36 times the usual annual produc- 
tion of the fence industry. In fact, with present man- 
ufacturing equipment working at capacity it would 
require almost twenty years to produce this tremen- 
dous amount of fence. 


Prices Are Low 


Manufacturing facilities will be provided as the 
need develops. Suppose we supply this average 570 
rods of fence per farm over the next ten year period. 
At present prices, which are the lowest in recent years, 
this will mean an annual total retail fence business of 
approximately $100,000,000, or an average of about 
$2,000 fence sales per year for each retail hardware 
store. Write your own ticket based upon how your 
business compares with the average hardware store. 
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There are in the U.S. 

6,500,000 farms aver- 

aging 150 acres of 

~ which 80 acres are im- 


proved. This chart 
shows a plot of 80 im- 
proved acres arranged 
and fenced for efficient 
farming. The _ tre- 
Sar mendous possibilities in 

cr ee piige RM C ce the fence business for 
hardware merchants is 
-le indicated by the fact 
t that it would require 
four times the present 
volume of fence sales 
to keep the farms of the 
country thus conserva- 

tively fenced 
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Are You, as a Merchant, 


T the recent meeting of the 
Western Retail Implement 
and Hardware Association 
John M. Townley, a Kansas City 
jobber, made the chief hardware 
+ sa . the oe A “Plus or 
Minus.” He appealed to his audi- ’ 
ence to make a personal inventory a ¢ Sendling mail 
and distributed to his hearers an ““¥ tOwn paper — 
outline on which this personal in- terest in public affairs 
ventory could be made. Chamber commerce 
His talk and outline created so Clubs 
much comment in the trade in Churches 
that section that HARDWARE AGE Lodge 
presents a copy of the outline as Monthly sales record 


follows: Department sales record 


February 18, 1926 


ito 


Stock turnover three times or better 

My knowledge of old stock 

Cost of failure to turn stock 

Individuality of store. 

Individuality of lines handled 

Sale of up-to-date lines (new 
goods) 

General knowledge of the commu- 
nity that you are in business 


Implement Am I using all the advantages of 
Convention attendance Hardware an independent store? 
Round Table Advertising Paint Owner management 
New items to sell Furniture Local acquaintance 


Cash counter 
Put your personality into the store 
Method taking inventory 


Long residence 
Credit sales 
Diversity of stock 


My town’s attractions 
Surrounding territory conditions 
Store front 
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Sign Stock keeping system Freshness of stock 
Painting 
Window goods for display 
Street paving PROFIT AND LOSS STATEMENT 
My window display Covering 1924 Business 
Other store’s display Note—In the discussion that follows the statements, this store will be called 
Hours for people to shop —e Per Per 
Does the town display draw? Cent Cent 
Window shoppers at night. Cagh sales .......... ccc cece nccccccccccsceces $36,513—47.69 
Window lighting at night ED 6 wk bu 06 CS Nee EU bee OEE oN ESO ORs 40,047—52.31 
Store lighting (painting flat white “ Total ene ert oad aap preote “rit? ‘si base she $76,560—100.00 
7 Fy : wt erchandise inventory at beginning of year.... : 
for cuunge; Side wall Gul or | Sictaset;tateding telgis.....:.....:..000. 58,285 
cream) 
General appearance inside ene ee $91,785 
Do store fixtures produce attrac- Less merchandise inventory at end of year..... 34,892 
tive display? IE, 6 ios cikcnhewnks odancdieassdbuniine $56,893— 74.31 
Cash sale counter tenet $19,667 $560 
. EE Rewind ska CAC eeeT ie saw iie eee br ede he des F485 @ ,667— 25. 
Looks of shelving ; Expense—see analysis next column.............-.0++2-eeeee 19,002— 24.82 
Looks of counter and merchandise 
Looks of overhead space ED 6.65 $6 ReN6S HER ASK kee re EREEN OAK RR eer ey ERE $665— 0.87 
Use of telephone to build business FINANCIAL STATEMENT 
Does my store draw woman trade? Assets 
Does my store draw children a 
trade? $10,000 
Do you draw sporting goods trade? Amount Sales 
. Se $1,837 $240 
Do your draw automobile trade? ON PPC Teer Tee eT TT TTT CTe TITTLE eT 200 26 
Do you draw mechanic trade? Notes receivable Bsdahaichssneoienssesennirenndenp erases “a ie ; p . 
List auto owners i in in ng 5 cn O04) 4 HOHRTN EOE EHO w SE eS F , 

‘P EET ee eee Pe re 557 
Pricing cards Merchandise inventory . . 34,892 4.55 
Are show windows clean? ee Seu vubeNerieereebesebenpewe $47,895 $6,256 
Is window display changed weekly? EEE PEPE P CCE PTET OT TTT eC CT 1,739 227 
Courteous clerks Delivery EE wins Cee ba Gann cee eel URE + ke eae yy 14 
Completeness of stock rn os. ss eure aes sete hed es v Nek dete Se.cen 
Cleanliness of floor EE Uainy cdviadid bawekeeteewendeweaidiad vi eenewKe $50,433 $6,587 
Cleanliness of store Summary of Earnings 
Heating plant Profit from sales - merchandise. . ipsrecterwanwscerr tegen seh ves bye 

‘ ; Cash discounts and interest received................ cece er ee eeeee ' 
soaters wae RaGEESELS WHE SUNERONS Interest on investment—see profit and loss statement............... 2,252 
Advertising schedule or plan 
Enough insurance Total quis Gib GE. «00 we visi esvewtiecseveviecccns» $3,957 
Method filing correspondence 
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INUS: 


Sales policy of my source of supply 


_ My display of kitchenware 


My display of small merchandise 
(trade greatly increased by using 
floor display stands) 

Display doors on side wall shelv- 
ing better than show cases 

Don’t have shelving extend to ceil- 
ing 

It is expensive to climb ladders 

Want to wait on trade quickly 

Orange color good for display panel 
(This article is reproduced from Mr. 

Townley’s printed statement distributed to 

the merchants at the convention. In his 

printed outline he gave credit to the Na- 


tional Retail Hardware Association for the 
Profit and Loss Statement, etc.) 


The first step in the study of a 
business is to make a profit and 


HARDWARE 


John M. 
who drafted this out- 
line, suggests that 
each merchant use 
it to check up on 
himself 


Townley, 


AGE 
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ANALYSIS OF EXPENSE 
To properly study expense it should be divided into carrying and selling 























expense. 
Carrying Selling 
Expense Expense 

Per Per 

Amount Cent Amount Cent 

Management—Salaries ...............ccceccce cece ore $2,400 3.13 
EES ITE rE ee On eT 5,828 7.61 
Office—Salaries ............... abe ieee « eautitele. | wakead 850 1.11 
Total salaries (except delivery)............ ..... $9,078 11.85 
EE Re ee nite 150 0.20 
EE gay Oe ee rE aR Ge eC Rey ma Hed 172 0.22 
GRID i eb eR ro ane eA Peete MRD eon GENRE re 175 0.23 
i kg a oe eens et ade ial oe 1,771 2.31 
es i i, cc wee iv sectebons a Ge seedian ee 
Delivery—including wages of $1,080............ ..... a6 am 1,574 2.06 
Ey CO soc contvitedaceeneune, akewa bebtis 100 0.13 
Nites ihe Caen 4 dbhbbedas ede eaeiee deans - 2 ' Bee i 
EE ‘nics Gaal tog ob G wet Nae 64 Wika eee nhs ee , ae rr 
I cic sed de ead thi aau cadens eee wee wel: meee sk atc 150 0.20 
RE di op cade eerie hd Aira in tate i ns lls ie a edhe ee gid a ee sevees an 

Depreciation on furniture, fixtures and tools.... a! ae 
Depreciation on delivery equipment............ SS ere ee 
i es ek ca ckt oe eeeeeed | Gmmn ladle 213 0.28 
Interest on borrowed money................--; J! fee oe 
Interest on investment—$37,833 at 6 per cent 0 RE er 
ae ee Se ee de ad wate os $5,619 7.384 $13,383 17.48 
5,619 7.34 
EE IEE IES ELM FO RT EEO $19,002 24.82 
Liabilities 

For 

Each 
$10,000 

Amount Sales 
ia ak ie oe alle ee ae ain Lae $12,600 $1,646 
a oS ee aus Reine ee bee > ae ale i 00 00 
EERE Se TE ae AE ng St Ree ar ch ony mee 00 00 
a $12,600 $1,646 
Total Maventment OF met WOFER... 2... ccc ccc ccc ccc ccccce 37,833 4,941 
I ih Ried ii ie Be ea at er ale $50,433 $6,587 
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loss and a financial statement. A 
suggested outline of such study 
follows: 

The profit and loss and financial 
statements are taken from figures 
of a central west store in a city of 
36,000 population. This store was 
selected as being fairly typical of 
the 1267 stores in the survey made. 

The purpose of the analysis is to 
help any merchant make a study of 
his own business. Merchants do 
not fail because of knowing too 
much about their business. 


(See tables on this page) 
$3,957 divided by $37,833, total 
investment, is 10.50 per cent earn- 
ings on investment. Aside from in- 
terest on investment, the earnings 


on investment was 4.50 per cent. 


Sales—The amount of cash sales 
and credit sales should be definite- 
ly known. Credit sales are better 
controlled if they are watched from 
day to day. Profits cannot be ac- 
curately determined unless actual 
sales are known. 

Cost of Merchandise—The cost of 
merchandise sold is found by add- 
ing the merchandise inventory at 
beginning of the year to the amount 
purchased, including freight, cart- 
age and express. From this total 
subtract merchandise inventory at 
end of year. The balance will be 
the cost of the merchandise sold. 

(Continued on page 72) 
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The Pulling Power of Well Lighted Windows 


Color and Motion Will Attract 
Sidewalk Shoppers 


Care must be taken in tinting the display not to 


make the merchandise different and unreal 
By R. L. Zahour—Article Il 


moving object with intense interest, and 

reaches for a colored ball, just so we are at- 
tracted by the three pulling powers—light, motion 
and color. 

Your prospective customers strolling down the 
street in the evening will cross the avenue to see 
certain display windows, and will walk past others 
without even noticing them. Why is the brilliantly 
lighted window, the window in which something is 
moving, or the window in which striking color ef- 


i as the baby stares at the light, watches a 


fects are employed so attractive? Because these 


are the windows which send their merchandising 
messages out into the street and compel the pas- 
serby to stop and look. 

The value of your display windows to you can be 
accurately measured by the number of persons who 
see them. If you want to get the most out of your 
displays you must keep your windows well lighted 
all during the evening. Getting your message 
across to the leisurely-strolling pedestrians at night 
has been proved to result in increased sales. 


Use Colors Carefully 


The artistic and effective use of colored lighting, 
however, should not be confused with mere ama- 
teurish efforts to blend colors. Arrange the win- 
dow display with merchandise of the season, then 
paint the scene with light as any modern stage is 
treated. Use colored light carefully and tone or 
tint with it; do not plaster it on. 

Regard the window as a miniature stage and suit 
the lighting to the scenery, the character of the 
goods and the season of the year. For example, if 
the display is made up of goods you sell for sum- 
mer use, the illuminating should be of a strong 
white or golden color, giving the impression of a 
southern or summer beach resort or outing scene. 
Or if the display is of goods customarily used in 
the evening, use bluish green colors and soften the 
intensities to imitate moonlight. 


Some Dangers 


Extreme care should be exercised to avoid such 
incongruous combinations as blue light in the 
butcher shop, which turns beefsteak to a liver color, 
or yellow light on linens, silverware or diamonds, 
which makes them look like second-class goods and 
gives the wrong impression of their value. 


The following table gives some idea of the effects 
of colored lights on different colored goods: 


Color of Light Illuminating Merchandise Displayed 


True 
Color 
of Mer- 
chandise Red Orange Yellow Green Blue 
Black  Red- Orange- Yellow- Green- Blue- 
Black Black Black Black Black 
White Red Orange Yellow Green Blue 


Gray Brown Tan Yellow Olive Blue 
i Shade Shade 


Red Red Scarlet Orange Brown Purplish 
Black 
Orange Red Orange Yellow- Greenish- Black 


Orange Yellow 


Yellow Orange- Yellow- Yellow Yellowish-Greenish- 


Red Orange Green Black 
Light Yellow- Greenish- Blue- 
Green Brown Green Yellow Green Green 
Deep Greenish- Yellowish- Greenish- 
Green Black Black , Green Green Blue 
Light Dark Yellowish- Blue- 
Blue Violet Gray Shade Green Blue 
Deep Blue- Blue- 
Blue Purple Gray Gray Green Blue 
Violet Reddish- Red- Gray Blue Violet- 
Black Purple Blue 
Purple Red Red Red Black Blue 


Shade Shade 
Rose Red Tint Red Tint Red Tint Greenish Blue 
Black Shade 
Color-Lighting Equipment 

Colored lighting effects can be readily obtained 
by the use of show window reflectors equipped with 
colored gelatin screens or by means of glass color 
caps which clamp over the lamp bulb. For small 
store windows the use of two or more of the general 
lighting units for production of color tone will suf- 
fice. For larger store windows, however, a double 
row of window reflectors should be employed in 
order to obtain a high enough intensity to produce 
an adequate amount of illumination on the display. 

The use of colored floodlights or spotlights to 
emphasize a particular article in the display is 
often very effective. 

An important point that should be borne in mind 
when colored lighting is used is the absorption ef- 
fect of the various colored media employed. For 
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(Continued on page 81) 
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Electrical Items a 
Factor in the 
Store’s Growth 


AT electrical fixtures, appliances and lamp 

bulbs have a very definite place in the hard- 

ware store of today and that they produce sat- 

isfactory returns has been fully demonstrated to the 
Pierson Hardware Co., Pittsfield, Mass. 

Early in 1922 this firm decided to add a stock of 
electrical equipment to its already extensive lines of 
hardware. Accordingly, a special corner, located in 
about the center of the store was set aside and fitted 
up with a complete stock of electrical appliances, fix- 
tures and lamp bulbs. The first year’s business 
amounted to approximately $5,000, which may be re- 
garded as somewhat remarkable, owing to the fact 
that the electrical department was then only a year 
old, and it is generally acknowledged that it takes 
time to build up a trade in any line. 

The electrical department at Pierson’s is equipped 
for the attractive display of the most modern elec- 
trical fixtures on the walls and ceiling. 

Business was secured by newspaper advertising, 
attractive window displays and personal solicitation. 
In talking with Mr. Frank Pierson, the general man- 
ager of the store, he says: “It has been our experi- 
ence that the right merchandise with the right prices 
will bring the business when properly brought to the 


attention of the buying public.” 
The assembling of the fixtures is done in the store 
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Sell & Sons Mercantile Co., Pittsburg, Kan., also has 
had success in the sale and display of electrical goods, 
much along the same lines as the Pierson Hardware Co. 
Above is a photograph of its interior store display and 
shows a wide diypersity of items. Note that electrical 
fixtures are suspended from the ceiling for attractive 
display. Mr. Sell is very enthusiastic in commenting on 
the success of his electrical department. 
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A window display at Sell & Sons Mercantile Co., Pitts- 

burg, Kan., made up of lamp bulb cartons. A window 

of this type is sure to create attention and it is possible 
to duplicate it with any standard carton line. 


and buying in good sized quantities has enabled the 
firm to make attractive prices. This has also enabled 
it to secure some of the largest contracts for apart- 
ment houses and buildings in its territory. 

In commenting on the effect of this display on sales, 
Mr. Pierson says: ‘Since the installation of this 
new display in our store, there have been constant 
inquiries resulting in sales of fixtures, sales which 
could not have been otherwise secured. 

“Last year our sales of electrical merchandise, ex- 
clusive of electric lamp bulbs, which are sold on con- 
tract, exceeded $10,000 and we look forward to 
doubling this mark for 1926. This shows what can 
be done through the application of an idea in the hard- 
ware store.” 

The firm admits that the electrical fixture depart- 
ment has become a real factor in the store’s growth. 
Other hardware dealers agree with Mr. Pierson, and 
they had plenty of competition when they started into 
the game. This is a field very close to builders’ hard- 
ware and fits in nicely with the electrical departments 
now being operated by almost every hardware store. 
Electricity has come to the aid of the hardware 
dealers’ problems in different guises. Washing 
machines, vacuum cleaners, bulbs, sockets, plugs, wire 
and all the rest of the standard hardware electrical 
items have their accustomed place in every well reg- 
ulated hardware store. 

Judging from the experience of the Pierson Hard- 
ware Co., it is evident that the hardware trade is 
equipped to add to its laurels and profits by merchan- 
dising electrical fixtures. 
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IRELESS was a hobby with Ted Lyford in 
W is He was fascinated by the buzzing 

Navy time signals and the dot and dash code 
messages exchanged by land stations and ships at sea. 
He studied the code and the theory of wireless teleg- 
raphy because it thrilled him. In 1920 he first heard 
the human voice come through the air and with it 
‘ame a greater thrill. His greatest thrill, however, 
has come with his successful radio-selling department 
in his father’s hardware store. 

Ted has certainly inherited a true merchandising 
sense from his dad, Gecrge D. Lyford, who is sole 
owner of the Lyford Hardware & Sporting Goods 
Co., Torrington, Conn., and president of the American 
Hardware Stores in Bridgeport, Conn. Mr. Lyford, 
Sr., is recognized as an authority on merchandising 
and will be remembered by the trade as the former 
sporting goods department manager for the Simmons 
Hardware Co. of St. Louis, Mo. 

With a keen love of radio plus an athletic ability 
and record it is quite natural that Ted’s merchandis- 
ing efforts should be directed to the radio and sport- 
ing goods departments of the Lyford store in Tor- 
rington. These are both under his direction. 

His radio department is on the mezzanine, a loca- 





HARDWARE AGE February 18, 1926 


Ted Is a Radio Bug and 
a Good Merchandiser 


For One Thing, Mr. Lyford Never Talks Techni- 
calities with Those Who Are Buying Entertainment 


George E. Ly- 
ford, a wireless 
bug, who is able 
to forget techni- 
calities when he 


sells 





tion which prevents confusion or diversion of the 
prospect, yet offers no interference with customers 
in other departments. 


Woolworth Idea Adapted 


An adaptation of the Woolworth counter display 
box idea makes the radio parts table virtually a self- 
service feature. Complete sets are connected to bat- 
teries, aerial and ground and loud speakers. Tubes are 
installed and head phones handy so that a complete 
demonstration is always possible without delay. 

From October to March inclusive Lyford’s monthly 





» 





The radio department in the Lyford Hardware & Sporting Goods Co. displays a complete line of merchandise 
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Besides showing merchandise, this window presents the radio idea from the point of view of the enthusiast, stu- 
dent and entertainer 


radio sales run from $2,000 to $2,500. In the other 
six months sales average $300 per month, with the 
lowest monthly volume on record being $100. Sets 
selling at $100 and less, without accessories, have had 
the largest sales. The Lyford stock on sets offers a 
price range from $32 to $200. 

Some business has been done on the installment 
plan. Ted’s practice is to get a substantial down 
payment, sufficient to cover the full price of the perish- 
able parts, such as batteries, tubes and aerial and part 
of the set, phones and speaker money. Approximately 
one-third down has been the average arrangement on 
such sales. Lyford’s store does not feature or urge 
installment sales, but is willing to extend this courtesy 
to responsible parties upon request. 

For six months the radio set purchaser has the 
privilege of exchanging his set for another in stock, 
providing, of course, the batteries, loud speaker, head 
phones and tubes may be used in the new set. The 
customer receives a fair allowance on his old set. 

Ted says he has never experienced any complaints 
from buyers of sets. A few parts buyers have con- 
nected up their circuits incorrectly and complained, 
but such matters are easily adjusted by checking up 
the circuit blue print and the customer’s set. Ted says 
that dealers should carry only standard parts made 


by reputable manufacturers, and should watch their 
parts stock very carefully. His summer sales on parts 
have been very good. 

During the broadeasting of the last major political 
conventions, the more recent World Series and im- 
portant football events, Ted treated Torrington to a 
radio party. Two large loud speakers were placed 
outside the rear windows on the mezzanine floor. 
These were connected to a radio receiver through an 


(Continued on page 47) 





















January Kebruary March April 
A. RR. L. AND a 
;| TORRINGTON RADIO CLUB | 
a Pad 
z Torrington. Conn., 192 1a 
¢ | 
This Certifies that 
| 
Ei is a member in good standing and has paid his dues as i 
indicated. z 
ee Preasure r. 
September October November | ecember 


The club and the membership represented by this ticket 
keeps the set owner in touch with Lyford activities 
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Details of First Importance in 
Selling Builders’ Hardware 


Checking Plans, Cost Keeping, Selection of Stock and Shipping 
Must Be Handled with Technical Accuracy and Sale Is Not 
Completed Until Owner Accepts Building 


that calls fof constant application of energy, 

patience, knowledge and those other attributes 
that are necessary to a safe margin of gain, it is 
the merchandising of builders’ hardware. How- 
ever, once the ins and outs of the business are 
learned, there is both profit and satisfaction in 
pushing the line. 

To have a part in giving an artistic touch to the 
trimmings of a hotel, hospital, school, library or 
home, gives the builders’ hardware man a thrill of 
achievment not to be secured in the sale of the aver- 
age of other hardware items. The Samuel Mc- 
Knight Hardware Co., Federal Street, Pittsburgh, 
Pa., has been successful in building up a generous 
builders’ hardware trade. 

J. H. Dumbell, treasurer of the company, and for 
the past seventeen years in charge of that division 
of the company’s business, in recounting to the 
HARDWARE AGE representative, stated that any suc- 
cess in builders’ hardware achieved was because 
those who worked in the department believed in it, 
had studied it and stayed with it until they mas- 
tered it. 


T there is one branch of the hardware business 


Service Is Important 


In addition to a thorough acquaintance with costs, 
there must be mastered a service down to the time 
of acceptance of the building by the owners so as to 
avoid delay and expense such as might turn up 
through lack of personal interest in the job. 

It pays to keep accurate costs because, if the 
contract is not based on costs, which includes tele- 
graph, telephone, freight, express and other expenses 
that accrue in serving a job, there is very likely to 
be use of red instead of black ink. 

Very early in its career in the business, the Mc- 
Knight company learned that the sale of builders’ 
hardware was something that could not be handled 
to best advantage as merely a part of the general 
hardware stock. Accordingly it was set up as a 
special department, and that is the plan since fol- 
lowed. The entire second floor of the building is 
given over to builders’ hardware. 

The floor is divided into a large display room, 
where in large cabinets are shown the various kinds 
and styles of door sets, locks and hinges, etc.; the 
estimating room, where the architects’ drawings are 
studied and the requirements taken off and esti- 


mates made, and in another side of the floor are the 
stock, order and packing departments. 

In seeking business there is, of course, close cul- 
tivation of the architects not only to get in touch 
with prospective orders, but to help them by way of 
suggestions as to harmony and beauty in the instal- 
lations. In this latter phase is a key to success, 
because it redounds to the benefit of the architect 
if the hardware of a building is artistic and in keep- 
ing with the general scheme of the construction. 


Keeping in Touch 

It often happens that the amount an investor is 
willing to allot for the hardware is too small to 
cover the cost of hardware that would add measur- 
ably to the final appearance. Salesmen study the 
artistic side of the business and at very slight in- 
creases over original allotments have supplied hard- 
ware that won the gratitude of the customer. 

Besides keeping in contact with architects, there 
should be some one in the department whose duty 
it is to follow the building reports; in many cases, 
notably those building homes, contractors’ plans are 
satisfactory, and to reach such jobs it is necessary 
to get in touch with the investor. 

To such prospects the first step is a form letter 
and frequent follow-ups until there is some re- 
sponse. A number of building contractors use 
standardized plans in home building, and they are 
to be cultivated for business. 





The personnel of the Builders’ Department works 
apart from other store — in a well-equipped 
ojjice 
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The display room is secluded and the stock is arranged so that the buyer can concentrate upon the merchandise 
under discussion 


These, however, are but preliminary operations 
in the job. When the plans are ready and the bids 
are asked, then the real job of selling begins. It is 
here, also, that whether the job is to be a paying 
or losing one must be determined. The McKnight 
Company’s method is to take the plans and after 
careful study list the items required. 

Every job is based on a cost system, in which the 
factory and selling prices are tabulated, so that 
there may be no loss through naming a price that 
does not show a profit over cost and if there has 
been expense in telegraphing, telephoning, for 
freight or express, these items also are added in 
to the estimate. An estimate not based on all costs 
entering into a job is sure to entail loss. So it is 
advised that those who sell should know just what 
a job costs before making a bid on it. 


Keeping on the Job 


In handling a job the company makes two copies 
of the schedule, one for the office binder and the 
other for the man on the job. Checking on the job 
is very important because, only through a check 
with the man who is to handle the hardware on the 
job and the securing of a receipt for every item, is 
there absolute certainty that every piece has been 
shipped and received. 

The job of the salesman does not end with the 
delivery of the goods. Then comes the service, 
which means frequent visits to the work, because 
there are bound to be complaints of one sort or an- 
other, and the salesman in not a few instances has 
found that the fault has not been with the hard- 
ware, but rather with the way it has been installed. 

A time and nerve saver is found also in a check 


of the details of an order to determine the proper 
backsets and hand of locks, also to see whether a 
knob or lever handle is required to properly operate 
the door. 

The McKnight Company has sold the builders’ 
hardware for hotels, university buildings, hospitals, 
residences, garages, court houses, municipal build- 
ings, libraries, schools, office buildings and 
churches. It handles several lines. The depart- 
ment personnel consists of J. H. Dumbell, Joseph 
A. Zehnacker, J. T. Soenksen, Wilmer A. Frederick, 
Walter W. Wagner, Herbert J. Griffith and Miss C. 
T. Schwab. : 





W hat W ould Be the Result? 


HE other day Charles M. Schwab was quoted 
f= saying that the main problem ahead of 
American business men in the next few years is to 
find a way of drastically reducing the tremendous 
extravagance of their sales methods. 

We want to ask right here two questions without 
any thought of answering them. 

1. What would be the effect upon the cost of 
wholesale distribution if the manufacturer of those 
goods which lend themselves to distribution through 
wholesalers were to sell through wholesalers alone? 

2. What would be the reduction in the cost of 
retail distribution if the wholesaler followed a 
similar plan and sold only to the retail merchant, 
with a further provision that the wholesaler, say, of 
hardware would confine his sales to the hardware 
merchants, the wholesale grocer to retail grocers, 
etc.? It would take courage but there are wonder- 
ful possibilities—B. & T. Spokesman. 
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For Protits—Make Your Motor 


Department a Service 


automobile accessories is unlikely to realize sub- 

stantial profits from this line, but the hardware 
merchant whose auto accessory department performs 
a definite and adequate service to the motorists of 
his community will reap profits commensurate with 
his selling efforts. This is the substance of a recent 
ovservation by Walter C. M. Lawrie, auto accessory 
department manager for the F. Hersh Hardware Co., 
Allentown, Pa. 

Mr. Lawrie was formerly connected with the W. E. 
Pruden Hardware Co., New York City, one of the 
first hardware firms to recognize the profitable selling 
opportunities of automobile accessories. Today Pruden 
is known as one of the most important distributors 
of auto accessories in the Metropolitan New York 
area. 

The Hersh accessory department is located in the 
rear of the store, on the right hand side. The regular 
stock embraces a complete stock of such replacement 
parts as springs, piston rings, ignition parts, light 
bulbs, tires, tubes, gaskets and spark plugs, which en- 
ables the store to serye local service stations as well 
as the individual motorist. Chains, bumpers, polishes, 
driving gloves, lubricants, sponges, dusters, auto 
robes, headlights, spotlights, slup lights, tools, tube 
repair kits, vases, radiator ornaments, covers and 
emblems, touring maps, windshield cleaners, jacks, 
pumps, tire tools, etc., are some of the department’s 
active sellers. 

To be successful says Mr. Lawrie the hardware ac- 


[se hardware dealer who merely “dabbles” with 








These two photographs of the accessory department 
of the F. Hersh Hardware Co. give an idea of the ex- 
tensive stock of replacement parts carried by that firm 


cessory department must be given definite and specific 
special attention. In a large store a capable and in- 
terested department manager should give his time ex- 
clusively to auto accessories. This manager should 
study the trend of accessories. 

As an example of this, Mr. Lawrie says, every Ford 
buyer is an immediate prospect for two screw drivers 
of different size and one ball pein hammer, as these 
particular essentials are not included in the Ford tool 
kit. The owner of a new Ford is also an immediate 
prospect for a spare tire and a spare tire lock. Mr. 
Lawrie has found that many times the new car buyer 
will come in Hersh’s accessory department intending 
to buy some purely ornamental accessory for his car. 

Inquiry leads to the information that the ornament 
is for such and such a new car. Here, says Mr. Lawrie, 
the informed accessory man is able to make either an 
immediate sale of absolute essentials or is able to at 
least pave the way for such a sale. 

Should it be impractical to have an exclusive acces- 
sory man, Mr. Lawrie urges the dealer to delegate an 
interested member of the sales staff to the buying 
and merchandising of this line. He tells us that, in 
many small towns, average size stores are making at- 
tractive profits with auto necessities, and in prac- 
tically every case the success has been thc result of 
special attention by an interested salesman who has 
been given full responsibility over that department. 
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OUR READERS’ FORUM 


Unordered Shipments 


Dear Editor: 

In your Jan. 14 issue we note reference is made 
to the Watson Bill, which would make unlawful the 
sending of unsolicited merchandise through the 
mail. We are continually annoyed by having all 
sorts of shipments made to us that we have not or- 
dered and in many cases cannot use, and we believe 
if all concerns receiving such shipments would 
write the senders that goods had been received, and 
on receipt of 50c. or perhaps $1 the goods would be 
returned. This charge being made to cover the cost 
of handling the shipment in and out. We believe 
if some of these concerns were handed this sort of 
treatment it would tend to stop this method of 
selling goods. 

Yours truly, 
Wm. W. Woodward Hardware Co., 
Newton, N. J. 


As to Time Payments 


Dear Mr. Soule: 

This letter is prompted by the ever increasing 
hue and cry of the finance company to extend more 
and more time on practically every article the 
hardware dealer sells. 

The “bait” of increased volume is held out to 
us as a reason for this longer credit. We are told 
that by giving longer terms and taking smaller 
payments, we can show a much greater volume and 
of course larger profits. This, as a theory sounds 
good to the hardware dealer. But when one dealer 
gives, say ten months’ terms and reaps an increased 
business from it, how long does it take the other 
dealers in his town to follow his example? Then 
he has lost his advantage or else he must again 
lengthen his terms. Where is the end to this? We 
soon reach the point where we are not selling goods, 
we are selling credit. 

It has often occurred to us that perhaps the av- 
erage hardware dealer did not know just where the 
end was when he started selling under some of the 
so called “high pressure” plans so evident in the 
hardware world of today. Are we all giving too 
much attention to volume, turn over and sales and 
not enough to overhead, margins and _ other 
expenses ? 

Is the dealer who pays a large commission to 
outside agents and then spends a great sum in 
working up a great volume for some certain com- 
modity justified in so doing by the profits he can 
show at the end of the year, or is he merely having 
a good time doing business for nothing? Prac- 
tically all of this “extra” business that is held out 
to us as within our reach must be put on our books 
and we all know that the money is not ours until 
it is paid in to us. Do we know how much of this 


outstanding money we lose and how much it costs 
us to collect what we do get? 

Of course the “finance company” stands ready to 
“advance” us the money upon receipt of a signed 
contract which we get from our customer. But 
we have to guarantee the account before we get 
the money from the finance company, and we have 
to collect it from our customer for the company. In 
most cases if our customer fails to make his pay- 
ment each month we must ourselves forward it. 
Where is our gain in this? For the “privilege” of 
buying the commodity on these long time payments 
our customer has to pay anywhere from 171% to 25 
per cent interest. Does this leave him more money 
to spend with us? 

We have found that in many cases in our own 
sales we have discovered that our purchaser had 
bought from several dealers, all on the time pay- 
ment plan and without thought as to what he was 
signing. We have even found a few cases where 
the purchaser had signed up to pay each month 
more than his total income. This had been done 
entirely in ignorance and with no intention to de- 
fraud. The number of families who actually know 
what their income is and exactly how to govern 
their expenditures accordingly is extremely small, 
if our own experience counts for anything. Is it 
not partly our fault that this condition exists? Have 
we not all spent too much time emphasizing the 
buying of goods and too little the paying for them? 
Do we or do we not owe it to our customers to 
give them this educational phase of our work? 


As to Turnover 


Then while this question of turn-over is being 
discussed and stressed so heavily, are there not 
those that apparently are taking advantage of it 
by making brackets of their selling prices? It 
seems as though more and more we see the now 
familiar phrase—“such and such a quantity takes 
such and such a price.” Is this helpful to the re- 
tailer or does it tend to make him overbuy? 

Perhaps all these things are necessary in these 
days or hard competition, including peddlers, mail 
orders, department stores, chain stores, jobbers and 
drug stores. It is a well know fact that it costs 
more to do business today than it did even a few 
years ago. Have our discounts been increased? In 
a few cases, yes, in most cases, no. The margins 


. allowed us in too many cases are entirely too low. 


How are we to remedy this condition? We believe 
concerted action on the part of all retail dealers 
will do much to bring about the changes we so much 
need. It will be a slow campaign, but will win out 
once the manufacturers and jobbers realize that they 
prosper in the long run only as the retailer pros- 
pers. 

It seems to us that the kernel of this whole credit 
situation lies in the fact that the fastest growing 
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stores and merchandising companies in the country 
to-day (we speak of the chain stores, mail order 
houses and large canvassers), are almost totally 
cash houses. Perhaps we can all read this hand- 
writing on the wall and stop this frenzied effort to 
give more and more credit. It is surely a condi- 
tion which can not be given too much serious 
thought by the retailer, jobber and manufacturer 
alike. , 

We would appreciate greatly any help you can 
give us in the solution of the present-day hard- 
ware retailer’s problem. We can all profit by the 
other fellow’s experiences as well as our own, so 
let’s hear more from all of you. 

Sincerely yours, 
The Mitchell Hardware Co., 
Ashtabula, Ohio. 


Other Fellow Causes Expense 


Dear Mr. Soule: 

In answer to the articles relative to “Inefficiency 
of Hardware Clerks,” my greatest trouble is not 
with the clerk or delivery boy. I find the greatest 
inefficiency in business today rests in the heads of 
departments in the wholesale houses with whom I 
am compelled to deal. There is apparently no sys- 
tem employed in handling their affairs, and every- 
thing is run in a haphazard manner. 

My business is run on what we try to make a defi- 
nite system, but it is very inefficient only because of 
the wanton ignorance of the management of these 
jobbers. 

One-third of my office expense is caused by our 
having to check up on the vther fellow. 

Yours truly, 
H. E. Wootton, 
Bisbee, Ariz. 


Where Friendships Start 


My Dear Mr. Soule: 

Half the joy I get out of life comes from my dif- 
ferences of opinion with people who know what 
they are talking about—most of the time. Now 
you are a pretty good hardware man and a darned 
good editor, but I question whether you were ever 
a hardware buyer, and that has been my job for 
quite a handful of years. 

Many of the finest friendships of my fairly long 
and busy life got their start over the buyer’s desk, 
and if I were confronted with the sad sentence of 
having to eliminate from my roll of real friends 
any one class it certainly would not be the hard- 
ware salesman I would hand over to the headsman, 
but I never learned to look on every callow youth, 
likely of a nationality I do not like, who might come 
up to my desk with his argument that I should pur- 
chase a carload of the greatest wrench on earth, 
as my next bosom friend. I am very much disposed 
to think that the consensus of opinion among hard- 
ware buyers, if you could get at it, would be that 
the unprepossessing stranger who comes up to his 
desk with hand outstreched for an effusive grasp is 
a nuisance, and I for one feel that my handshake is 
for my friends. 
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If I were asked from the viewpoint of a buyer to 
give a piece of advice to a young salesman just 
about to try his wings, I would take it for granted 
that others would have warned him to be honest, to 
be industrious, to be cleanly in person, clothing and 
conversation, and the rest of the obvious things, and 
I would suggest that he never offer to shake hands 
with a buyer but wait for the buyer to offer his 
hand or not, as he might feel disposed. 

So you see I do not agree with you, I do not agree 
with the buyer of the Chicago department store; 
I think you do not go far enough, I think he goes 
too far, and it follows logically that, as usual, I go 
to just the right point—and that’s that. 

L. Howard Smith, 
Seattle, Wash. 


As to the “‘Blah’’ 


My Dear Mr. Soule: 

Just returned from our noonday meal. “Dinner” 
we call it out where the west begins, especially in 
the small towns. 

On opening this week’s copy of HARDWARE AGE 
we read your comment on the Chicago “Blah” 
handshaking. Our opinion is so near with yours 
that we cannot help but tell you that we are with 
you on this matter, as we are on many other articles 
in the HARDWARE AGE. 

We not only like for the traveling salesman to 
shake hands with us, when he arrives, but with 
all of our employees, when we happen to: have busi- 
ness enough to have them on hand. And the same 
thing applies when he is leaving; we much prefer 
to have the salesman bid our help goodbye with a 
handclasp than to bid us goodbye and overlook the 
help. Even though the help is a drayman or a 
porter, they invariably ask after such courtesies 
have been shown them what line of goods does he 
sell and who is he with? They become interested 
right away. This Blah fellow is interested in Price 
only, the almighty dollar, as the common expression 
is used, is his GOAL. Nix on him and his job and 
his money. A crepe hanger to world friendliness. 
The writer has met these Blah fellows before. If 
a traveling salesman was a parasite, then he might 
hang up his Blah sign, provided he was and could 
live independent of all others, but no man or firm 
can amass a fortune or power to the extent that 
he is independent of all others and all other in- 
terest. 

If we were manufacturers and had a salesman 
making Chicago, we sure would make a special ef- 
fort through our salesman to learn if this Blah 
buyer represented one of our customers, then if 
such happened to be the case, we would advise the 
house to remove their Blah sign or their buyer, 
and until they did see proper to do this, we would 
refrain from calling on them, that we were gen- 
tlemen and employed men with character, that an 
insult to our salesman meant an insult to us. 

Yours truly, 
W. H. Coles Coml. Co., 
Newcastle, Wyo. 
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value in developing a man into a good merchant, 
because it is said of .A. T. Stewart that when a 
young salesman he could become sincerely enthusias- 
tic over nothing more than a fine specimen of a salt 
mackerel. A fine coffee percolator is a wonderful bit 
of merchandise compared with a salt mackerel. 


‘pee nan ape over merchandise must have a 


* + 


A writer on retail salesmanship says, “I once knew a 
young man who worked in a New Haven store who 
somehow or other managed to keep his hands and 
finger nails as clean as a minister’s. He had splendid 
success.” It is a safe bet that he made good with the 


feminine customers. 
% * 

“Some clerks we have known,” as listed in an old 
clipping from my files: 

“Clerks who know it all. 

“Clerks who ‘own’ customers. 

“Clerks who wear soiled linen. 

“Clerks who misrepresent goods. 

“Clerks who have nothing to do. 

“Clerks who are too ‘busy to learn. 

“Clerks who flirt while in the store. 

“Clerks who scatter business secrets.” 

Not a list of acquaintances to brag about, it would 


seem. 
 &— @ 


HE attitude of some salesmen toward their deserts 
in the management of the store where they are 
employed reminds me of what Bill Nye said in his 
letter of acceptance to the Postmaster-General at 
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Washington, when Bill was appointed postmaster in 
his home village: “I don’t know when I have noticed 
any stride in the affairs of state which has so thor- 
oughly impressed me with its wisdom.” 

* * * 

Before quitting the hardware trade because ad- 
vancement seems slow in coming after several years 
of work, consider whether those years of experience 
will be worth as much to you in another field as they 
may be if you stick to the field of your first choice. It 
may be slow work getting advancement where you are, 
but what about beginning again at the bottom in some 
line of work where advancement may be no more 
rapid? 

x % % 

WESTERN boy wrote me the other day, “It 
is hard to stick to a life of study and service 
when all the other fellows are running around, having 
a good time and seeming to be popular and well-liked 
by everyone.” 

The young man said a lot. It is hard to devote one’s 
best energies to development and preparation for a 
successful business career when one’s companions and 
friends are living only in the present. A fellow can 
stick to his purpose only by thinking that the years 
of life during which a good time seems the big thing 
are mighty few in comparison with the years during 
which success, accomplishment, things worth while, 
produce the most satisfaction. 

One of the best evidences of how hard it is to stick 
to study and service when very young, is the scarcity 
of those who in middle life and later give proof of 
having used their youthful years with some wisdom. 


> 
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ware store can be made to show greater sales, 
much greater sales, just by the effort of every sales- 
man to interest in those goods each customer who 
makes a purchase that indicates the possibility of the 
need of such materials. 

The customer who speaks of repairing furniture is 
a prospect for varnish or varnish stain. The cus- 
tomer who speaks of door hardware may need paint 
for adoor. The customer who is doing something with 
the bathroom plumbing may need bathtub enamel 
or floor finish or wall paint. The customer who is 
fixing up the chicken coop may need a whitewash 
brush. 

The main thing is for the salesman to get into con- 
versation with the customer, get him or her to talk- 
ing about what is to be done. That makes an opening 
for suggestions that will result in sales. 

* * *% 


Ben Franklin said, “Keep your mouth wet and your 
feet dry,” but he did not by that mean that booze 
helps business, or that sitting with your feet up on 
the steam radiator will make you a business success. 

* * * 


’ 1 HE paint and varnish and allied lines in the hard- 


When you have an opportunity to read a salesman- 
ship article or hear a salesmanship address by a high- 
priced operator, don’t query, “What does he know 
about waiting on customers who want ten cents worth 
of nails or a piece of bar iron?” The probabilities are 
that he knows all about just those things, or their 
equivalent in some other line of merchandise. The 
ten and twenty thousand dollar salesmen did not begin 
at the top. There was a time when they knew less 
than you and had no better opportunity facing them. 


* * * 


HEN a housewife asks for new stove lids, or 

\ \ wants a man sent to put in new fire bricks in 
the kitchen range, see what chance there may be of 
developing interest in a new range. You have been 
given evidence that the range in use is not new. It 
may be very old. Ask the woman to let you show her 
one of your new ranges, just for her own satisfaction. 
She may not show the least indication of buying now, 
but if you have made plain the advantages of the 
modern range, you will have her wanting one and 
thinking about getting one as soon as she can afford it. 

* * * 

“IT never sell one mousetrap,” said a salesman the 
other day. “If anyone comes in who needs one mouse- 
trap, I know that person really needs several. You 
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don’t want to wait for the mouse to come and hunt up 
that one trap, I tell them. Get several traps and put 
them in all the places where there is likely to be a 
mouse. Then you will clean out the whole nest of 
them and scaring the rest for a while. Mousetraps 
cost so little that anybody can afford several, and the 
profit on one is so little that I want to make the sale 
profitable by increasing the amount of the purchase.” 
% * * 


A hardware merchant in the Middle West has de- 
veloped an unusual sale on tool chests for boys. The 
chests he sells are not just toy affairs for playthings, 
but combinations of real tools with which a boy can 
learn to work with his hands. I asked about the way 
he got the business started. 

“It was Ben who did it,” said he, indicating one of 
his salesmen. “He is a tool fan himself—has a work 
bench at home. He got into the way of talking to the 
fathers who came in to ask about the advantage of 
having their boys know how to do things with tools. 
He soon found he could interest almost any man in 
giving his boy a chance to learn that sort of work at 
home, because that is about the only way most of 
them have any chance to learn it. Men who know 
how to use tools appreciated the value of having their 
boys learn. Men who do not know how to use them, 
have found out that they have missed an important 
part of their education. Ask Ben. He'll sell you on 
the proposition and he may sell you a tool chest.” 
He did. 

* * * 

HERE is a young hardware salesman of my ac- 
fi quaintance who seems always to have some sort of 
a tool or appliance in his pocket. Often there will be 
an end sticking out that attracts my attention. If I 
stop to visit with him, he will have some sort of a 
tool or contrivance in his hands and will be playing 
with it while we talk, and the first thing I know, we 
are talking about that device he is handling, and 
before we get through, he has given me a little selling 
talk, or a demonstration, and more than once he has 
sold me one of those things he has exhibited in that 
way.’ At first I thought it was just accidental, but 
I have learned now that it is all done with malice 
aforethought. He is laying for customers and visitors. 
He'doesn’t stop with carrying the darned things while 
he is in the store. He pulls out something when we 
meet elsewhere. I have a small wrench, a pocket 
knife, a handy little screwdriver and a holder for old 
safety razor blades, I bought because of his trick. 


Woolworth Annual Report Establishes Record 


including reserve for federal and state taxes, 

is reported by F. W. Woolworth Co., for the 

year ended Dec. 31, 1925, according to the company’s 
annual statement being submitted to stockholders. 
Net income is equivalent to $9.46 a share on the out- 
standing 2,600,000 shares of common stock. In the 
previous year the company reported net income of 
$20,669,397, equivalent to $7.95 on the common stock. 
Sales for the year, as was also the case with net 


N | ET income of $24,601,764 after all charges, 


income, were the largest ever reported in the history 
of the company, amounting to $239,032,946, as com- 
pared with $215,501,187 in the previous year. Net 
earnings on sales amounted to 10.29 per cent during 
the year as compared with 9.59 per cent in 1924. 

Total income amounted to $243,203,459, of which 
$2,016,455 was from rentals, $1,246,835 from interest 
and $907,222 is income from securities owned, in- 
cluding majority holdings of the stock of F. W. Wool- 
worth & Co., Ltd. 
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Fountain pen and mechanical pencil display of the Clark Hardware Co., Jamestown, N. Y. This firm goes after 
the business by frequent window displays and locates its store counter of fountain pens and pencils in the front 
of the store 


$1,000 a Year in Fountain Pens 


Clark Hardware Co., Jamestown, N. Y., Finds Fountain Pens 
Indispensable in the Sale of Other Merchandise 


N view of the invasion into the legitimate hard- 
ware business of the chain, drug and department 
stores during the past few years, it certainly is 

a relief to come across a hardware store, which, in 
spite of this fact, has enough confidence in small 
incidentals to feature, display and sell them. This 
is the case with the Clark Hardware Co., Jamestown, 
N. Y., in the sale of fountain pens and mechanical 
pencils. 

While fountain pens and mechanical pencils them- 
selves are profitable items, they also aid in paving 
the way for the sale of other merchandise. They are 
necessary for every school child. Therefore, cater to 
the school children, for they are the grown-up cus- 
tomers of tomorrow and if you start to cultivate their 
trade now you will have permanent customers later. 


Fountain pens will also aid in sales to women. 
A woman may come into the store with the idea of 
buying a fountain pen, this gives the clerk an oppor- 
tunity to point out the advantages of a washing 
machine or a vacuum cleaner. 

The Clark Hardware Co., thinks enough of its 
fountain pen and mechanical pencil business to hold 
window displays from time to time and locates its 
display in the front of the store, near the door, gen- 
erally conceded to be one of the most valuable display 
places in a retail establishment. 

This firm’s fountain pen and mechanical pencil sales 
total more than $1,000 per year. A 25 per cent selling 
expense is added to the cost. The leads it gives to the 
sale of other staple merchandise has made it a most 
profitable investment for this firm. 
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Forged Iron Hardware to F'it 
Standard Locks 


Designs resembling the hand made are now available 
in four styles and supply individuality of taste 


4 | NHE building of a home calls 
for the exercise of individual 
taste. Some want the bunga- 

low, others the colonial, and still 
others dote on the old English or 
Italian models. Each type calls for 
its own kind of builders’ hardware, 
and sometimes the earlier forms of 
trim, in true design, have been dif- 
ficult to obtain. Often the black- 
smith was called in to hammer out 
the required patterns, but usually 
he knew nothing of builders’ hard- 
ware and considerable difficulty was 
experienced in applying the hand 
made items. 

Some four or five years ago the 
McKinney Mfg. Co., Pittsburgh, 
Pa., began to see possibilities ac- 
cruing from the tendencies in archi- 
tectural design and the interest of 
those home builders who desired 
forged iron hardware, correct in 
design and finish, which would 
match up with standard locks and 
butts, and accommodate itself to 
standard architectural detail. Their 
task was largely the adapting of old 
designs to fit modern equipment. 
About a year and a half ago the 
company began collecting data for 
designs. Manufacturing equipment 
was prepared, and the new forged 
iron hardware now being placed on 
the market. 

The line is complete, making it 
possible to trim a house from cellar 
to garret in any of the designs or 
finishes. The company does_ not 
make locks, but trim only. 

It was customary in the earlier 
times to hang doors on pintle hinges, 
the straps reaching across. the 
doors; but it was necessary to 
make the complete hinges to fit the 
detail of doors and millwork on each 
building. To carry out the effect 
and still have hinges and straps 
which can be universally applied, 
the company has made butt-hinges 
for the various thicknesses of doors 


designed, so that straight hinge 
straps, offset hinge straps or H 
and L type hinge plates can be ap- 
plied, giving the appearance of the 
straps and plates as being a part 
of hinge. This simplifies the matter 
of stocking these items of forged 
iron hardware by jobbers and re- 
tailers, as well as their application 
by the mechanic. 

Entrance door handles are made 
in four designs for use with stand- 
ard cylinder locks. Two types of 
interior door latches are made in 
three designs. One type being the 


regular rim thumb latch set, com- 
plete with a locking device as a 
part of the latch. The other, a 
mortise latch set having a handle 
for both sides of the door. 

Miscellaneous items of door trim 
such as drop rings and _ lever 
handles (which are made for locks 
having 5/16 square or diamond 
hubs), key plates, turn knobs, push 
plates, door knockers, and surface 
bolts are made for use with the 
three early American designs— 
Curly Lock, Heart and Tulip. 


Likewise, a complete design is 
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The line includes strap and shutter hinges, lock trim, push button panels, latches, 
and similar articles in ‘three early — designs—Curly Lock, Heart and 
ulip 
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made for use on buildings of Span- 
ish and _ Italian type. This 
Etruscan design includes hinge 
strap and entrance door handle, also 
drop rings, lever handles, key plate 
and turn knob for interior door 
trim. 

Cabinet hardware includes hinges, 
H and L plates, small cupboard door 
latches and drawer pulls. 

Special hinges are made for 
various types of shutters. Some are 
curved and made in sizes up to 3 x 8 
to take care of a maximum throw 
to clear a reveal of 5% in. These 
hinges are designed for use with 
both straight and offset shutter 
straps. They come in four designs. 
The line of shutter hardware _in- 
cludes shutter dog or holder and 
shutter bolt. 

Window hardware consists of spe- 
cial hinges for casement windows, 
with fasteners having strikes to 
take care of every condition, also 
surface bolt for double hinged sash. 
A bar lift is made for slide-up or 
double-hung windows. 

In the manufacture of the line 
the makers had in mind giving to 
the trade items designed to fit 
modern millwork; items which can 
be sold without fear of trouble in 
application. 

The complete line is especially 
protected to resist rust, being heat 
treated with zinc. 

There are three distinct finishes 
known as dead black, relieved iron 
and rusty iron. The dead black pos- 
sesses that dull black appearance 
with which earlier craftsmen were 
accustomed to finish their work. The 
relieved iron finish resembles those 
pieces of old iron in which the nat- 
ural gray color of the iron shows 
through the black finish on the 
slightly raised portions of the un- 
even metal surface. This finish is 
also referred to as gray iron, Flemish 
iron, Swedish iron or half polished 
iron. 

The rusty iron finish, as the name 
implies, has the slightly reddish- 
brown cast of naturally rusted iron. 


ESE sketches illustrate the 

use of the forged trim on in- 
side and outside of doors of homes 
that are built to the individual 
taste of the owners. They carry 
the exclusiveness of the hand- 
forged trim, with the advantage 
that they permit use of modern 

locks 
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A Fete in the Garden of Versailles— 
The Beaux Arts Ball 


By Saunders Norvell 


Square reading the now celebrated article in The 

Atlantic Monthly, January, 1926, issue, by Pro- 
fessor Ripley of Harvard—all about how non-voting 
stock is sold to the public while the insiders control 
the industry by retaining the “B” or voting stock, 
when my telephone went ding-a-ling-a-ling. My mind 
was just full of what Clarence Dillon did with the 
Dodge Automobile Company. It is a pretty story of 
salesmanship. He bought the company from the own- 
ers for $146,000,000 and sold it to the public for 
$160,000,000—$14,000,000 profit. The public bought 
non-voting stock. Ding-a-ling-a-ling, the telephone 
insisted. “Hello!” “Well!” * * * “Say, old man, 
we have an extra ticket for the Beaux Arts Ball at the 
Hotel Astor tonight. Will you join us? Get a costume. 
We will have dinner at ‘Pierre’s,’ go to see the new 
opera, ‘The Jest,’ put on our make-up and then see the 
greatest costume ball that has ever been pulled off 
in the history of the world.” “Sounds fine,” I an- 
swered, “but I have just got to write an article on 
‘distribution’ for THE HARDWARE AGE. They are tele- 
phoning for it.”” “You are a dub,” came the voice over 
the telephone. “The hardware men are all tired of 
the problem of distribution. Come with us to the 
ball and then write an article about Louis XIV. The 
hardware men need a change. Give them a pict: re of 
high life in New York.” I weakened. “All righ, . 
will go.” 


| WAS sitting quietly in my little office on Union 


* * ~ 


That is just the way it happened. I reached for a 
telephone book and looked up a costumer. The adver- 
tisement in the largest type was of one on Forty- 
seventh Street. The den of a costumer is always in- 
teresting—a world of make-believe. This costumer and 
his assistants were over their heads in work. The 
place was crowded with men and women trying on 
wigs, shoes and other things I am too polite to 
mention. It was an absurd sight. There was a fellow 
running around in a Fedora hat, a soft collar and a 
business coat and vest with satin breeches, white 
silk stockings and buckles on his shoes. A flapper in 
a street suit with skirt knee-high was wearing an enor- 
mous white wig. I was somewhat dazed. I looked 
at the drawers that lined the wall. On each drawer 
was a label: “Hamlet,” “Romeo,” “Musketeer,” “Pier- 
rot,”” “Columbine,” “Cardinal,” “Ponce de Leon,” etc. 


* * . 


Finally I grabbed a little old man and said, “Say, I 
want to go to this ball as Cardinal Mazarin.” “Nothing 
doing,” he snapped. “We only had three Cardinals in 
stock and they are all gone.” “What is the matter with 
the Prince of Condé?” I inquired. ‘Princes all gone. 
What is the size of your chest?” “44,” I murmured. 
“Too big. You will have to take what you can get. 


Do you expect us to fix you up at the last minute?”’ 
I spoke to him in a language that all New Yorkers 
understand! He escorted me to one side, took my 
measurements and brought me a gorgeous suit. The 
coat was of blue velvet, cut square in the tails. It was 
heavily embroidered in gold. The vest was of white 
silk embroidered in silver. The knee breeches were of 
satin, with buckles. There were also shoes with large 
square buckles of rhinestones that dazzled the eye. 
The old man looked at my head and grumbled, “Extra 
large size wig. You will have to wait. We are expect- 
ing a lot of wigs in any minute. There never was such 
a rush on wigs. Will give you some fresh lace for 
your neck and cuffs. What size collar do you wear?” 
Again I talked to him in New York language. I had 
a taxicab waiting. Finally I got away carrying a 
voluminous box in one hand and a jewel-mounted court 
sword in the other. The next thing was to go to a 
drug store and buy make-up. They were almost en- 
tirely sold out—3000 people in New York making up 
for the great ball. 
*% * * 

The dinner at “Pierre’s’” was exquisite. The opera 
was well sung; the Metropolitan was an imposing 
sight. However, in the last bloody act, everybody was 
killed off. It was somewhat depressing. I must admit 
that my mind wandered. I was looking forward to 
the ball. I was thinking of my old friend, Louis XIV. 
He was short of stature and made high heels popular. 
He wore his heels red. Louis is mainly remembered 
for his affaires du coeur. This is too bad, because he 
was a great statesman and a great soldier. He was 
also a fine gentleman. The landscape architect Lenotre 
laid out the beautiful gardens of Versailles. It was 
the biggest job of the kind the world has ever known. 
Thirty thousand men were employed at one time. The 
cost of Versailles went up into millions and millions. 
When you stand before the Chateau of Versailles, 
built by Mansard, you look down for miles upon a 
series of wide terraces. On each terrace is a small 
lake and in each lake is a wonderful bronze fountain. 
On each side of the alleyway are full grown trees, 
and in the shadow of these trees are long rows of 
marble statues. Lenotre arranged this view so when 
the sun set it dipped below the horizon at the open 
end of this alleyway. When I was last at Versailles, 
I said farewell just at sunset. The fountains, the 
water, the statues, the balustrades and the glass in 
the windows of the Chateau were lighted by the red 
flame of the setting sun. When one sees the beauty of 
nature and the beauty of art combined as at Versailles, 
one learns, more than from a sermon, that if man 
has worked his way up from the beast through the 
ages, he is a long way on the road to being a god. 
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In his old age, Lenotre was walking in this garden. 

















February 18, 1926 


Louis XIV, also an old man, carried in his sedan chair, 
perceived the old landscape gardener. He stopped his 
bearers, stepped down and assisted Lenotre into the 
chair with him. Then the King and this great land- 
scape artist were carried over the gardens together. 
Poor Lenotre was overcome with the honor. This is 
why I say that Louis XIV, with all his weaknesses, 
was, at heart, a nobleman. 
* * * 

The pessimist and Socialist, Anatole France, even 
admits that Le Roi Soleil (the Sun King) was a great 
gentleman under the most intimate circumstances. 
For his very witty remark about Louis, I will refer 
you to Brusson’s recent book on Anatole France. 
There are also other stories —rather naughty, but 


funny. 
* %* * 

So, while listening to the rich voices of the singers 
at the Metropolitan, my mind wandered back again 
and again to Versailles. I thought of the beauty in 
the month of May among the flowers of the Bosquet 
de la Reine. What greater happiness than to recline 
there on the grass with one’s back against the pedes- 
tal of a statue reading Corneille and Racine! Happy 
days! How we laughed! How little we realized that 
the heavy feet of the war god would soon be shaking 
the devoted soil of lovely France! 

Soon, however, the heavy curtains of the Metropoli- 
tan fell together. The usual applause. The usual re- 
appearance of the artists. The usual bows. The usual 
modesty as one singer pushed and pulled another to 
the footlights. Stage business. Surely, stage business, 
but life, after all, is full of stage business. Why 
should we object if it is all kindly and good-natured? 
Why should we inquire whether one artist desires, in 
his heart, to murder the other? Let us, like children, 
as far as we can, take life on the surface. We will all 
surely be happier for it. 


* * * 


Then the dressing. Horrors! Suppose my costume 
should not fit! I had not taken time to try it on. 
I took the old bird’s word for it! However, these 
clothes were made adjustable. There were straps and 
buckles. As I looked in the mirror and powdered my 
face, I said to myself, “Dear old face, do not become 
weary, even if I have used you a long time. Just be 
patient a little longer.” I gave my eyebrows a beau- 
tiful arch. With a little rouge, I managed to spot on 
each cheek—the delicate tint of youth! Then I looked 
at the wig. The hair was pure white. On each side 
over the ears there were large rolls. In the back was 
a long queue of hair tied in a black bag. The old gent 
had told me not to pull off the bag—that these wigs 
were worn with the bag hanging down behind. Later, 
at the ball, we men had a good deal of discussion on 
this subject. Some of the Dukes, Counts and other 
noblemen had taken the bags off their wigs. Well, well! 
When I pulled that wig down over my head, my best 
friend would not have known me! The buzzer buzzed. 
My friends were at the door in their car. The elevator 
boy almost fell in a fit when he saw me. I was puffing 
a large cigar. The cigar and the costume hardly syn- 
chronized. I should have had a golden, diamond- 
studded snuff box, but in the rush I overlooked this 
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detail. I stepped out in the snow. There was a yell 
from the car. Funny sight—a modern Packard auto- 
mobile filled with gentlemen dressed in the fashion of 
300 years ago, all smoking cigars. We should have 
been carried to the ball in sedan chairs. It was amus- 
ing to drive along the snow-covered streets and see 
people stare. The traffic policemen grinned and 
saluted. All this was very fine, but it did strike me 
that there was a good deal of fresh air ventilation 
about silk stockings. I had visions of single, double 
and triple pneumonia as a result of this frolic. We 
were in line with car after car filled with men and 
women in gorgeous costumes. 

* * % 


We arrived and were hustled between the crowds 
over the sidewalk by police up the steps. A complete 
change in the world. We had gone back 300 years. 
White wigs everywhere, bare shoulders, round, white 
arms, powder and patches, little black hearts and 
arrow-heads stuck here and there. Everybody jolly— 
everybody pushing. A thousand perfumes. Court 
ladies doing their best to keep their panniers from 
being crushed. Court gentlemen bravely putting their 
arms dround the court ladies to protect them from the 
crowd. We came to a fence, a fence made of the 
branches of trees with the bark on them—just ex- 
actly the same fences one sees at Versailles. Then 
the magnificent ball room of the Hotel Astor! It 
has been turned into the Garden of Versailles. Back 
to the glories of a dead day, to the perfumed pleasance 
of Versailles in the reign of Louis XIV, swung the 
pendulum of fashion as New York’s notables gathered 
en masse for the Beaux Arts Ball. Glittering with 
jewels, flashing vari-colored costumes of velvets, satins 
and rare laces, the rich and powerful of 1926 revived 
and relived the glories of the most lavish royal court 
the world has ever known. More wealth in jewelry, 
without question, was worn by the 2000 dancers in the 
grand ball room of the Hotel Astor than was ever 
worn at one gathering at the court of Le Roi Soleil. 


* * * 


Before us, as we stood in the entrance, was the 
great throne arranged for Louis XIV. Whitney 
Warren as the King and Princess Matchebelli as Queen 
Maria Theresa with royal dignity sat on the throne. 
Ambassadors from Scotland, Persia, Venice and Africa 
were being presented. We stood and watched the 
gavotte, the minuet and the pavane danced to the 
music and in the costume of the ancient days. Later 
the King and Queen withdrew and the general dancing 
started. There were two excellent orchestras. You 
never knew when one stopped and the other began. 
The dance music was continuous and endless. Soon the 
platform where the King and Queen had sat was cov- 
ered with people in costume. They sat around the 
edges with their feet hanging over. There were 
dozens of movie stars known all over the world. What 
a brilliant riot of color! I have toddled a good deal 
around this old planet of ours. I have seen a good 
many pageants, but never in my young life have I 
ever seen anything to equal the riot of color at this 


ball. 
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Hugo Prange, 
new president 


O say that the thirtieth annual convention of the 

Wisconsin Retail Hardware Association held in 

Milwaukee, Feb. 2 to 5, was the best in the 
history of that organization, is putting it mildly. In 
number of attendance, excellence of speakers, number 
of exhibitors and beauty of displays, the gathering far 
surpassed those of the past. 

Well over 2000 harware dealers and their clerks 
registered during the convention, and practically every 
seat was occupied at each of the business sessions. 
The main floor of the auditorium was given over to 
approximately 200 attractive displays, the beauty of 
which was greatly enhanced by the recently completed 
alterations in the building itself. A clever combina- 
tion of skylights and indirect lighting gave a perfect 
illusion of daylight. Plenty of time was allowed on 
the program for the dealers to visit the exhibits, 
which were open daily until 6 o’clock. 

B. Christianson, assistant secretary of the asso- 
ciation, had spared no expense in planning and 
building his program, and brought to the convention 
nationally-known speakers from eight different States, 
each of whom gave to the dealers sound advice on 
their merchandising problems. 


The Retailer’s Place 


Prof. E. H. Gardner, of the University of Wis- 
consin, was the first speaker, his subject being “The 
Retailer’s Place in the Community.” He emphasized 
the fact that the retailers, especially those located in 
the smaller towns, were apt to lose their place in the 
general plan of distribution unless steps were taken to 
counteract the inroads being made by such factors as 
autos, good roads, mail-order houses, chain stores and 
canvassers. He stated that the real solution of the 
problem was more efficient store salesmen, and urged 
that the store proprietors take more interest in their 
help, giving them more responsibilities, and more op- 
portunities to improve themselves. He recommended 
“store meetings” at regular and frequent intervals, 
even though the “force” consisted of only one clerk. 

Another speaker who stressed the growing menace 


Growing Menace 
of the 
Chain Store Topic 


in Wisconsin 


Hugo Prange Is Elected President 
and D. A. Williams, Vice-Presi- 
dent at Well Attended Meeting 
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D.A. Williams, 
new vice-president 


of chain store competition was George M. Gray, of 
Coshocton, Ohio, past president of the National Re- 
tail Hardware Association. After quoting figures to 
show the rapid development of the chain stores as 
compared with the independent hardware stores, Mr. 
Gray said, in part: 

“We as retailers have been trying to convince our- 
selves and the public, backed up to some extent by the 
jobber, that the class of merchandise sold by these 
stores is cheap ‘clap trap’ of an inferior quality. In 
many of our conventions we have constantly pro- 
tested our purpose to let them alone, but this has no 
tendency to convince the public. I have observed in 
these stores well-known rules on sale for 10 cents, 
6-ft. folding rules at 25 cents, glass knobs from 1% to 
1% at 10 cents, half soles at 25 cents. The distribu- 
tion of merchandise is regulated by public opinion. 
Whoever can change public opinion can change the 
distribution of merchandise just so much. The central 
idea in our present day distribution of wares seems to 
be service and price on the part of the public, and the 
simplest way to render the service and the best way 
to obtain the right price is to be worked out by the 
retailer. 


Can’t Fool Public 


“You cannot destroy the judgment of the buying 
public and the value of not only the service given as 
well as the price on merchandise of this kind, by offer- 
ing the service that prevails in many of our retail 
stores, carrying a much higher price. Our eagerness 
to cast the blame of the phenomenal growth of the sales 
of the chain stores on the quality of the goods on the 
one hand and the stupidity of the buying public on the 
other, does not solve the problem. 

“There is, without question, a demand by the pub-. 
lic for a better and more speedy service in our stores 
as well as lower prices. To my way of thinking, it is 
altogether prudent and essential that retailers not 
only change their method of displaying their wares, 
but analyze their buying methods. The retailer will 
have a far more rugged and difficult road to travel in 
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the future than in the past by staying by our present 
plans. 

William Nelson Taft, Philadelphia, told the dealers 
that they were themselves their own worst competi- 
tors, because of their inertia. The refusal to promptly 
adopt new merchandising methods because of the 
effort to take up something new, was largely respon- 
sible for the present position of the chain stores. He 
stated that the chain stores carefully analyzed the 
territory before a store was opened, even counting 
the number of people who pass the location daily, 
but that few independent merchants after being in 
business several years had any real or accurate knowl- 
edge of the needs of their trade territory. He urged 
dealers to handle merchandise for which there was a 
demand and to let the slow moving items alone. 

The house-to-house canvasser was given attention 
by Dr. Alfred P. Haake, in his talk on “How Com- 
petition Affects Profits.” It was his advice that just 
as soon as the buying public, as represented by the 
American housewife, was taught that she could buy 
better merchandise for the same money or the same 
merchandise for less money “at the store instead of 
at the door” the canvasser would be a thing of the 
past. He said that it was entirely up to the retailer 
to carry on this education. 

E. C. Taylor, of Dowagiac, Mich., in his talk on 
“Multiplying Bill Jones, Customer,” spoke of the abso- 
lute necessity of the retailers not only increasing the 
number of their customers but also the number of 
visits of their present customers. He advocated the 
hiring of more help in the store so that the proprietor 
could devote his entire time to planning his business. 
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He urged more and better advertising, especially 
direct by mail advertising, and gave several examples 
of sales increase effected by this means. 

A plea for closer cooperation among hardware 
dealers as a means of combating the chain store was 
made by Thomas B. Howell, Richmond, Va., director 
of the National Retail Hardware Association and sec- 
retary of the State Association of Virginia. Mr. 
Howell said, “The hardware man today is confronted 
with possibly the most serious condition in his busi- 
ness life. This condition and environments of com- 
petition are no fault of his, nor has he been responsible 
to any extent for the existence of those agencies that 
give most concern and cause to stop and wonder how 
in the face of this impending danger he may find a 
way to perpetuate himself in business. 

“There has been a strong tendency in my State and 
I think we are not unlike the balance of this great 
nation, to become alarmed at this projecting in- 
fluence.”’ 

Other speakers on the convention program were 
Otto Mooney, a general merchant from Temple, Okla., 
a town of about 1000 population, where last year he 
sold a million and a half dollars worth of merchan- 
dise, and E. B. Gallagher, of Norwalk, Conn., who 
spoke on “The Follies of Super-Service.” 

At the election of officers for the ensuing year, held 
on the last day of the convention, the following were 
selected: President, Hugo Prange, Sheboygan; vice- 
president, D. A. Williams, Waukesha; while J. T. 
Stollenwerk, Milwaukee, was reelected to the board 
of directors and H. C. Fuge, West Bend, was made 
the new member of the board. 





He Forgets His Technical Facts When Selling 


(Continued from page 33) 


amplifier. The set was tuned to the proper station 
and the events of the conventions, ball games and 
football contests were pread to all interested towns- 
folk who gathered in crowds on the street which runs 
along the rear of the store. 


Formed First Radio Club 


The Torrington Radio Club, generally conceeded to 
be the first of its kind, had its inception in the Lyford 
radio department five years ago, with Ted as the 
organizer. The club had 200 members the first year. 
Its current roster shows a membership of 560. Dues 
are $1 per year. The member receives his dues card, 
a radio call book and a registration blank. The blank 
gives full data on the set, type of aerial and other 
equipment used by the member. As club secretary, 
Ted Lyford has received communications from many 
cities, and some of the largest manufacturers of radio 
equipment have welcomed his invitation to send ex- 
perienced lecturers and demonstrators to the club’s 
monthly meetings in the Torrington High School 
auditorium. Lectures on new sets, new circuits, cur- 
rent radio problems and discussions on these topics 
are regular features of the club meetings. The club 


investigates all reported interference, and has been an 
important factor in the elimination of many annoy- 
ances caused by unintentional carelessness of some 
fans. ; 
Conducted Own Radio Show 


The last week in October Ted conducted a radio 
show, advertising it as ‘“‘Lyford’s Radio Show, the 
First Radio Show in Litchfield County.” Manufactur- 
ers were invited to participate without charge, and 
with the distinct understanding that a display at the 
show did not obligate either the exhibitor or the store. 
The show was open until 10 p. m. each night between 
Oct. 24 and Oct. 31. No sets or parts were demon- 
strated. It was strictly a display proposition. No ad- 
mission charge was made, and the attendance ran from 
75 to 300 people at all times. There were 32 manufac- 
turers represented. No complete retail transactions 
were permitted at the show, but more than $1,500 in 
orders were placed for delivery the following week. The 
displays took up the entire second floor of the store. 
Two half-page advertisements and circulars invited 
people of Litchfield County to attend. 

P. S.—Ted’s real name is George E. Lyford. 
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DISCUSSION OF WORLD COURT AND FOREIGN 
DEBT FEATURE OF ANNUAL BANQUET, THE 





NEW ENGLAND IRON & HARDWARE ASSOC. 


Senator Butler Principal Speaker 


eign debts, were discussed by Hon. William M. Butler, United 


T WO very timely national questions, the world court and for- 


States Senator from Massachusetts, at the thirty-third annual 
banquet of the New England Iron & Hardware Association, Jan. 
28, at Hotel Somerset, Boston, which was attended by more than 
200, the largest affair of its kind in something like ten years. 


In the opinion of Mr. Butler, the 
Senate’s ratification of the adhesion of 
the United States to the World Court 
is a great step forward which will re- 
sult to the glory of the country. By 
this ratification, the country is in no 
way involved in any entanglement of 
old world politics. Mr. Butler branded 
as misinformation much of the criti- 
cism of the World Court during the 
past few weeks. He believes that the 
time has come when we must, while 
protecting ourselves, manifest an in- 
terest in the mankind of foreign coun- 
tries. It is his belief that the recent 
action of the Senate is a long step 
toward world peace. 

In connection with the gag rule estab- 
lished in the Senate recently Mr. But- 
ler said that it was a demonstration 
that the Senate was a business organ- 
ization. That body has, he said, proved 
that when it is time to get down to 
real business it is able to do so. 

Speaking of the foreign loans made 
during the war, amounting to some 
$10,500,000,000, Mr. Butler said that it 
has been freely stated that these loans 
were not made in accordance with the 
law. He assured the members of the 
association that the loans were entirely 
regular, although, perhaps, not in exact 
keeping with the laws enacted during 
the great struggle, because at that 
time it was hardly possible they could 
be. 


The debt commission established to 
make settlements with foreign coun- 
tries is endeavoring to do so, so far as 
the capacity of foreign countries to 
pay will permit. It is far better, he 
said, for us to be perhaps generous in 
the matter, far better for us to assist 
foreign countries get on their commer- 
cial feet so that they may establish 
business relations with us, than it is to 
drive these countries to the wall. 

Other speakers of the evening in- 
cluded Hon. Wellington Wells, presi- 
dent Massachusetts Senate, and Wil- 
liam E. Brigham, Boston Transcript. 
Charles W. Henderson, Arthur C. Har- 
vey Co., Boston presided at the dinner. 
A silent standing tribute was paid 
Charles A. Haines Dodge, Haley Co., 
Cambridge, Mass., and Edward R. 
Brayton, Belcher & Loomis Hardware 
Co., Providence, R. I., president and 
vice-president, respectively, of the as- 
sociation, who recently died. 

Mr. Henderson introduced Hon. Sam- 
uel L. Powers as toastmaster. Mr. 
Powers has served in this capacity at 
the annual banquets of the association 
for some twenty years, and told many 
interesting and amusing stories on him- 
self in connection with this honor. 
William H. Bowe Herrick Co., Boston 
was chairman of the entertainment 
committee, and Quincy W. Wales, 
Brown, Wales Co., Boston, chairman of 
the reception committee. 





Fire Destroys Janto Bros.’ 
Store at Clyde, N. Y. 


Fire, Feb. 3, caused by an explosion 
of a can of gasoline destroyed the re- 
tail hardware store of Janto Brothers, 
Clyde, N. Y., with a loss reported in 
excess of $15,000. 


Richards-Wilcox Mfg. Co. 
Seeks South American Trade 


A. J. Eggleston of the Richards- 
Wilcox Mfg. Co., Aurora, IIl., sailed 
Feb. 6 for South America, to introduce 
the company’s line in all the important 
South American countries. 

His itinerary includes Rio de 
Janeiro, Sao Paulo and Santos, Brazil; 
Buenos Aires, Argentina; Montivideo, 
Uruguay, and Santiago and Val- 
paraiso, Chile. 

As a result of Mr. Eggleston’s trip 





to Cuba a year ago, the Richards- 
Wilcox business through that country 
is flourishing. They have desirable 
representation in practically all for- 
eign countries, and are determined to 
aggressively develop the South Amer- 
ican market. Mr. Eggleston will spend 
more than three months in South 
America during this trip. 





John E. Lynch Dead 


John E. Lynch, one of, if not the 
oldest hardware merchant of Boston, 
died Thursday, Jan. 28, at his home in 
South Boston, in his ninety-third year, 
Mr. Lynch was born in Providence, 
R. I, in 1834. He went to South 
Boston when a young man and for 
fifty years conducted business there, 
Mr. Lynch was a Mason and is sur- 
vived by many grandchildren and 
great-grandchildren. 
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Sheet Steel Trade Extension 
Committee Announces 
Master Brand 


The plan of the Sheet Steel Trade 
Extension Committee, 715 Oliver Build- 
ing, Pittsburgh, Pa., has the thought 
that service to others is the most ef- 
fective self-help. The committee has 
no sheets to sell. Its entire activity 
promotes the prosperity of all distribu- 
tors and fabricators who use sheet 
steel as merchandise, or as raw ma- 
terial. 

In figures, the vear and a half of 
the plan operation show an impressive 
record of activity; with a mounting 
tide of responsive interest from all 
parts of the country, and including a 
pretty complete list of all things made 
from sheets for industrial, commercial! 
and domestic use. 

The Sheet Steel Trade Extension 
Committee is ready to announce and 
release a Master Brand, which can be 
used by all member companies. The 
integrity of this brand is guaranteed 
by the quality of product upon which 
it is authorized to appear, and this 
quality is upheld by constant inspec- 
tion and tests of the Master Brand 
sheets. 

The potential power of this steady 
drive for better markets and for better 
sheet steel may be gaged by an under- 
standing that it has back of it over 
93 per cent of the independent sheet 
steel production of the United States, 
or, over three and a quarter million 
tons of the total five million tons of 
sheet steel output. 

This Master Brand will first be used 
on the galvanized sheets produced by 
members companies and will be ex- 
tended in its application to other lines 
of sheet mill products. 





George Black Retires 


George Black, general manager and 
treasurer of the Allerton Clarke Co. of 
Chicago, Ill., closed thirty years of 
continuous service with that company 
on Jan. 5. He took with him from his 
active duties the felicitations and good 
wishes of hundreds of business friends 
throughout the West. Mr. Black plans 
to spend a month or two in the South. 





Factory Addition for Pratt & 
Lambert, Inc., Completed 


Pratt & Lambert, Inc., Buffalo, 
N. -Y., have completed an addition to 
their lacquer plant in West Avenue, 
adjacent to their main varnish factory, 
which will give an increased capacity 
of three to four times over the present 
output of cellulose lacquer. 

There is a growing demand for 
Vitraloid lacquer products, and the 
additional facilities were essential to 
take care of the company’s increased 
lacquer business. The wide adoption 
of lacquer enamels in the automotive 
industry, as well as the extended use 
of wood and metal lacquers by manu- 
facturers, have been reflected in the 
increased sale of Vitraloid. 

Several additions have also been 
made to buildings at the main factory 
in Tonawanda Street, allowing for 
necessary expansion in a number of 
the manufacturing departments. 
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MASBACK COMPANY 
ANNOUNCES ITS 
ANNUAL “AT HOME” 


Event Planned for Washington’s 
Birthday and 1000 Dealers 
Are Expected to Attend 


“At Home Day,” formerly an annual 
event of the Masback Hardware Co., 
78-84 Warren Street, New York City, 
is to be held again this year on Wash- 
ington’s Birthday, Feb. 22. 

This event was planned each year by 
the company for the benefit of its deal- 
er customers and the attendance was 
usually estimated at about 1000 per- 
sons. 

The company has been unable in re- 
cent years to hold this celebration, 
because of limited floor space owing to 
the many new lines of merchandise 
which they have added to its stocks. 

However, the extensive alterations 
and the additional floor space taken 
over during 1925 make it possible to 
comply with the requests for a revival 
of “At Home Day” festival. 

The date this year has been set for 
Washington’s Birthday, Feb. 22, as 
this is a day upon which most hard- 
ware stores close and the company feels 
that its dealers will be able to take 
advantage of this holiday without loss 
of business. 

The program will include music, re- 
freshments, moving pictures and other 
forms of entertainment and at the same 
time merchandise will be displayed and 
demonstrated. 


Bankruptcy Sales in 1925 


Bankruptcies in 1925 forced the sale 
of $120,000,000 worth of merchandise, 
according to a statement made public 
yesterday by the National Association 
of Credit Men. 

“In disposing of these goods,” the 
statement said, “the sellers were gov- 
erned chiefly, if not solely, by a desire 
to obtain the highest possible price, 
without consideration as to where the 
merchandise was to go and what the 
economic effect might be upon the 
community in which it was ultimately 
sold.” 

Through its Credit Cooperation and 
Methods Executive Committee, the 
association pointed out dangers to 
legitimate business in this method of 
selling goods of bankrupts. 


Wuertz Made Pres., Cleveland 
Retail Hdw. Assoc. 


At the recent annual meeting of the 
Cleveland Retail Hardware Association, 
Philip G. Wuertz was elected presi- 
dent for the ensuing year and Otto N. 
Wilke of North Olmsted was elected 
vice-president. The new directors are 
Joseph Tomash, L. V. Pfeiger, Clarence 
Wehrle, Max Goodman, Albert Sheriff, 
W. F. Luekens, Robert F. Kunkel, 
Alexander Auerbach. 
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The home of the Masback Hardware Co., 74-84 Warren 
Street, New York, where the “At Home” celebration will 
be held Feb. 22 


Henry Disston & Sons 
Appoints E. A. C. Baum 


Henry Disston & Sons, Inc., Phila- 
delphia, announce the appointment of 
E. A. C. Baum as assistant western 
representative for steel sales, with 
headquarters at the Disston Chicago 
branch, 111 North Jefferson Street. 

He formerly was metallurgical engi- 
neer with the Illinois Tool Co., and 
comes into the sales field after many 
years of experience in the handling and 
use of tools and tool steels. 


Gillette Safety Razor Co.’s 
Earnings Show Increase 


The Gillette Safety Razor Co. re- 
ported a net profit of $12,089,857 in 
1925 after taxes, reserves, etc.; equal 
to $6.04 a share on 2,000,000 shares of 
stock. Net profit was $10,122,473, or 
$5.06 a share in 1924. Current assets 
as of Dec. 31, including $5,242,619 cash, 
were $21,986,658. Current liabilities 
were $123,999, leaving working capital 
of $21,862,659, against $18,179,435 at 
the close of 1924. 


Peerless Electric Co. Issues 


1926 Fan Catalog 


The Peerless Electric Co., manufac- 
turer of desk and ceiling fans, Warren, 
Ohio, has announced the publication of 
its 1926 catalog, illustrating and de- 


scribing its entire line of electric fans, 
from 8 to 16 inches in size. 





New Departure in Advertising 


The Osborn Mfg. Co., Cleveland. 
Ohio, is using a signed statement of 
Dr. A. P. Haake, Economist, as a full 
page advertisement in national pub- 
lications during the month of March. 

In, the statement referred to Dr. 
Haake declares that careful analysis 
of the comparative values of a number 
of lines sold both through stores and 
by canvassers, convinces him _ that 
women who buy from the stores re- 
ceive more for their money. 

The Osborn Mfg. Co. will furnish 
copies of its announcement containing 
Dr. Haake’s statements, suitable for 
framing, to any interested hardware 
merchant, gratis, upon request. 





William Goldenblum & Co. 
Issue New Catalog 


William Goldenblum & Co., hard- 
ware, housefurnishings and electrica! 
specialties, 17-19-21 Murray Street. 
New York, has announced the publi- 
cation of its catalog No. 6, listing its 
complete line of cutlery, mechanics 
tools, garden implements, housefur- 
nishings and electrical appliances. 

The book contains 202 pages and is 
conveniently indexed for facilitating 
reference. It is published in _ loose- 
leaf binder form to accommodate addi- 
tional pages which will supplement the 
catalog from time to time. 
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General Market News 





Jobbers Making Deliveries on 
Spring Hardware Orders; 


Snow Hampers Business 


CTIVITY, in the various important wholesale hardware markets, 


centers on preparation for spring business. 


Jobbers are de- 


livering spring orders now. Many of these were placed last 


October. 


Distributors freely predict a substantial spring business. 


Heavy snow storms in the Northern markets have curtailed buy- 
ing activity by dealers and consumers, due to the difficulties of 


transportation. 
by storm conditions. 


Shipments of merchandise are also being delayed 
Snow goods are completely sold out. 


Heaters, 


weatherstrip, saws, axes and kindred lines are active. 


Collections generally are only fair. 


Prices have been very firm. 





Prospects Are Excellent in 


Northwest Country 


Present consideration among dealers 
and wholesalers is turned toward the 





annual association conventions, which | 


are appearing or scheduled to be staged 
at this time of the year. The conven- 
tions offer opportunity for the dealers 
and jobbers’ representatives to meet, 
and to canvass the situation, as to busi- 
ness prospects, for the year. 

As said in the past, prospects for 
business in the Northwest for this year 
are excellent. Conditions are right for 
a good year in all lines of business, 
and particularly in the hardware lines. 


Business Fairly Brisk in 


Cleveland Market 


Hardware jobbing business in Cleve- 
land is fully as good as in February 
last year, when business was fairly 
brisk. Staple lines are moving in 
satisfactory volume and some lines of 
spring merchandise have become more 
active. The trade generally is looking 
for a good spring business. The mar- 
ket is firm and prices that prevailed 
last year on some lines have been re- 
established for 1926. 


Surplus Cars 250.935 on 
January 30 


Class I railroads, Jan. 30, had 250,935 
surplus freight cars in good repair and 
immediately available for service, ac- 
cording to reports filed by the carriers 
with the Car Service Division of the 
American Railway Association. This 
was a decrease of 13,846 cars under the 
number reported on Jan. 22. 

Surplus coal cars in good repair Jan. 
30 totaled 92,040, a decrease of 4215 
within approximately a week, while 
surplus box cars in good repair totaled 
113,860, a decrease of 12,908 during the 
same period. 
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Reports also showed 23,106 surplus 
stock cars, an increase of 1378 over 
the number reported Jan. 22, while 
surplus refrigerator cars totaled 11,728, 
an increase of 745 compared with the 
previous period. 


Pittsburgh Market Firm; 


Weather Hampers Trade 


Weather conditions continue to oper- 
ate against a good movement of hard- 
ware in the Pittsburgh district, but 
there is nothing unseasonal in the 
weather or in the volume of business. 
It is difficult for retailers to move many 
goods when it is hard for customers to 
reach their stores and the report of 


| jobbers’ salesmen still is of the hard- 


ships encountered in getting to the re- 
tailers. It is believed that a good deal 
of business is being banked up, how- 
ever, and that as soon as open weather 
arrives, there will again be a free 
movement. Prices do not change much, 
but the ruling tone of the market is 
one of firmness; expectations are that 
prices will not move a great deal either 
way during the first half of the year. 
Collections reflect the weather embargo 
on business. 





Wood Screws Cheaper in 
Boston Area 


Business in New England the past 
week has devoted most of its energies 


to digging itself out of heavy snows, | 


consequently little attention has been 
paid to the question of hardware values. 
The only change of importance noted 
in the Boston market is a reduction in 
the cost of wood screws, amounting to 
2% points. 


Staple Prices Are Firm 
in Chicago Territory 


A review of the price situation for 
the week on the leading staples shows 
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an advance of 2c. each on dry cells, an 
advance of %c. per foot on garden hose, 
an advance of 2% points on wood 
screws, and a decline of 7c. per gallon 


'on turpentine. 


Manufacturers of cement coated nails 
have changed from count kegs to 100- 
lb. kegs, effective Feb. 1. No prices 
have been announced, but the base will 
probably be the same as on standard 
wire nails. 


N. Y. Traffic Hampered by 
Heavy Snow Storms 


Two heavy snow storms within six 
days have tied up traffic in and about 
New York for the past two weeks. 
City streets were being cleaned rapidly 
at press time but suburban delivery 
runs have been crippled making prompt 
deliveries very difficult for local hard- 
ware jobbers. Freight yard congestion 
has been bad but it is believed that 
condition will be remedied quickly. 

Current wholesale hardware sales are. 
restricted to necessities or to fill in or- 
ders on staple lines. 








Canadian Imports of Ameri- 
can Machinery Increase 
15 Per Cent 


The increase of nearly 15 per cent in 
Canadian imports of American machin- 
ery in 1925 seems capable of better- 
ment in the next 12 months, owing to 
the establishment of several new in- 
dustries and the expansion of pulp and 
paper mills, mining operations and 
hydroelectric projects, together with 
plans for highway improvement in 
eastern Canada, according to Trade 
Commissioner Lynn W. Meekins, at 
Ottawa. Among the openings for ma- 


'chinery manufacturers are proposed 


smelters in some of the mining districts 
and three coke-making plants in On- 
tario and Quebec. The outlook for the 
sale of machine tools is considered 
bright, now that stocks have been re- 
duced. The railroads are in a stronger 
financial position and general industrial 
activity is improving. 





Refrigerator Merger Becomes 
Operative 


Official announcement has been made 
declaring effective the plan by which 
the Electric Refrigeration Corp. be- 


| comes operative as a consolidation of 
the Kelvinator, Nizer and Grand Rap- 


ids Refrigeration Corp. Ninety per 


cent of the stock of the Kelvinator Cor- 


poration has been deposited under the 
plan and 80 per cent of the stock of the 
Nizer. All the securities of the Grand 
Rapids company have been deposited. 
It is expected that by Feb. 15 all the 
stocks of Kelvinator and Nizer will be - 


deposited. 
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‘Snow Hampers N. Y. Deliveries; 
Good Spring Trade Predicted; 


Collections Are Fair 


have been seriously hampered by the snow and ice covered 


]) tare teen of hardware from New York jobbers to retailers 


roads. 


two to four days behind the usual schedule. 


It has been estimated that local shipments are from 


Many shipments include 


strictly seasonable merchandise, a fact which makes the delay 


more embarrassing to the dealers. 


Freightyard congestion is said 


to be very bad at press time but it is believed that the yards will 


be cleared in a couple of days. 


Jobbers have started to deliver spring orders placed since Sep- 


tember. 


The storms have curtained this movement. 


Practically 


every wholesale hardware firm in this territory has freely predicted 


a substantial spring selling season. 


Spring goods ordered in ad- 


vance set a new record for futures in this section. 
February business is about the same as it was last year. Dealers 


are buying staple lines for current needs. 


There has also been 


a fair amount of fill in business, among dealers who are rounding 


out depleted stocks. 


Prices have been firm. Collections are fair. 


Prices Are Firm on Copper 
Wire 
An active demand is reported for 
copper wire. Prices are very firm, and 
stocks are apparently adequate. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Copper wire cloth, 14 mesh, $5.25; 
16 mesh, $5.75. 

Bronze, 14 mesh, $5.75; 16 in., ob. 25. 

Opal wire cloth, 12 mesh, $2.2 14 
mesh, $2.50; 16 mesh, $3.15.- 





Carpet Sweepers Active in 
Metropolitan Area 


Carpet sweepers continue to be active 
with Metropolitan hardware jobbers. 
Prices are unchanged. Stocks are ap- 
parently ample. 


JOBBERS’ yg ep tage. bb RE. 
TAILERS, F.O.B. NEW YORK: 

Carpet sweepers, American —_ 
$54 per doz.; Elite, $60 per doz.; 
Grand Rapi ds, nickeled, 15-in. $48 
per doz.; same jap., Ue oo $60 per 
doz.; Parlor Queen, er a 
Princess, $50 per =. niversal 
nickeled, $46 per doz., and jap., $43 
per doz. 

Toy sweepers, Little Gem (3 and 
6 doz. cartons), $3.75 per doz.; Little 
Jewel, 1 doz. cartons, $10, and Junior, 
1 doz. cartons, $16 per doz. 





—— 


Snow Shovels Very Scarce in 
New York 


Stocks of snow goods are pretty well 
depleted throughout the city. The ex- 
tra heavy snow storms of the past two 
weeks caused a run on all kinds of 
snow goods. Prices are printed for 
your guidance. 

JOBBERS’ gp gt Mages. TO RE.- 

TAILERS, F.O.B. NEW YORK: 


Long handled snow shovels, $4.50 
per doz.; American steel, . “4 per 


dozZ.; galvanized steel (2% x 16 in.), 
$11. 40 per doz.; Menzie 5 Re $10. 80 
per doz. 

Snow pushers, 12 x 18 in., $12 per 
doz.; 12 x 24, $16.20 per doz. 











Street cleaners, 12 x 31, $33 per 


OZ. 

Sidewalk scrapers, solid shank 
steel blade, 7 x 4%, black finish, $4.20 
per doz.; sidewalk scrapers, 7x 5, 
half polished, black finish, $6 per doz. 


Oil Heaters Are Active 
During Cold Spell 


Local jobbers report considerable 
activity in oil heaters during the cold 
spell. It has been generally understood 
that sales in oil heaters were greater 
this year, due to the extreme shortage 
and excessive high price of even soft 
coal. Dealers who have handled kero- 
sene oil, and most of them do, say they 
have never approached this year’s vol- 
ume on oil sales. Prices are unchanged. 
Shipments to dealers have been fairly 
prompt, though, of course, all lines 
have been held up during the storm. 

JOBBERS’ QUOTATIONS A RE. 

TAILERS, F.O.B. NEW YORK 

Oil Heaters 
PERFECTION— 


‘a |, ee $17.50 
Eee 22.50 
Ss’ Fl. ea 28.50 
Pe ee ee ccc cscccccenses 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 


es ee Es ocd ces cosconwe as 50 
ee Ge a IL 6 oes 6ccb-cow esos 2.50 
Bes Se BS o ec ceewcacesdus 38°60 


Puritan discounts same as Perfec- 
tion. 


NESCO— 

Dee nccccocccesovos $9.50 
=: & S | | ae 17.35 
a ee a oo ccceccees 22.50 
Pe ee Pn cécccccaceoes 28.00 
=  , Saas 39.50 

o. 1102 high shelf only........ at 
No 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 


Nesco dealers’ discount, 30 and 5 
per cent; in lots of 10 or more, 30 
and 10. 


Ovens 
ls agg hie ra 
1 burner plain door... .$2.50 
No 311G 1 burner glass door.... 2.70 


No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
Pe SE SekvsesswWensseeudesec wes 6.15 


a1 


Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 


per cent. 
we? oes 
No. 42G 2 burners glass door... .$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door.......$2.10 
No. 2 1 burner glass door...... 2.25 
No. 010 1 burner’ solid door....... 4.15 
No. 101 burner glass door...... 4.40 
No. 020 2 burners solid door...... 5.15 
No. 20 2 burners glass door..... 5.40 
No. 030 2 burners solid door.. . 5.40 
No. 30 2 burners glass door..... 5.7 
Dealers’ discount, 30 and 5 per 
cent, 
Water Heaters 
Perfection No. 412........cece-. $40.00 
POUEOOCIOE FeO. 4Bhe cc ccccccsces: 80.00 
Perfection discount, 30 and 5 per 
cent on lots of 10 or more; less than 














10, 30 per cent. 


Sled Demand Heavy with 


Retail Trade 


With two heavy snow storms in six 
days, New York was well snowed un- 
der, particularly in suburban sections. 
The snow has hung on and consequent- 
ly retailers are doing a nice business 
in sleds. Prices are unchanged, and 
stocks are apparently light. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Flexible Flyers, No. 1, $2.50; No. 
, $3.17; No. 3, $4: No. 4, $4, 33: No. 
$5.83; Junior Racer, $3.50; Racer, 


Firefly sleds, _ 9, $1.14; No. 10, 
$1.57; No. 11, $1.7 No. = $1. 94, and 
Firefly Racers, $2 ge net 


tA UIbS 


ee 


Good Demand Continues 
for Axes, Buck Saws, ete. 


The local demand for axes, buck saws, 
one-man and two-man saws has been 
very good in the New York wholesale 
hardware market. All of these items 
have been particularly active this year, 
and the trade is apparently well satis- 
fied with the aggregate volume. Two 
months ago factory shipments were 
very slow because of the extra heavy 
demand. The shipments are greatly 
improved, but, of course, the stormy 
weather is holding up some orders. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Axes 


Axes, pane Island pattern, 2% to 
3 Ib., $1.6 each; Connecticut pat- 
tern, 2% re 3% lb., . 70 each; 3 to 4 
lb., $1.7 5 each, and to 5 lb., $1.81 
each. Columbia ae 3% to 4%% 
Ib., $1.80 each: 4 to 5 Ib., $1.85 each, 
and 5% Ib., $1.95 each. Kentucky 
pattern, 3 to 4 Ib., $1.45 each; 4 to 5 
Ib., $1.58 each. 


Buck Saws 


Double’ braced, polished blades, 
length 30 in., with regular tooth blade 
and red frame, 88 cents each: with 
Champion tooth blade, red frame, 95 
cents; Disston Electric, with regular 
tooth thin blade, $1.22 each; and 
Disston Perfection, regular’ tooth 
clock spring, blue blade, extra thin 
back, stained and varnished frame, 
$1.17 each. 


One-Man Saw 


Cross cut type, crucible steel, pol- 
ished, taper ground, with supple- 
mentary handle, 3 ft. long, $2.40 
each; same 4 ft. long, $3.20: same 
3% ft. long, $2.80. 


Two-Man Saw 


Cross cut pattern, 4 ft. long, $2.65 
each; 4% ft., Ba 00 each, and 5 ft. 
long, $3.30 each 
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a : very heavy proportions at any time | joyed a good sale. Stocks are only 
Radio Sales Are Good ; during the season, according to reports | fair. Prices have been firm throughout 
in Suburban Sections | from New York jobbers. Prices held | the season. 
' . firmly and wholesale stocks are very JOBBERS’ QUOTATIONS TO RE- 
Local hardware jobbers handling | satisfactory. TAILERS, F.0.B. NEW YORK: 
radio sets and parts report a consistent, JOBBERS’ QUOTATIONS ve RE- Wirf’s weatherstrip, packed 500 ft. 
active market for these lines in the TAILERS, F.0.B. NEW YOR to the reel, maroon, $27.50 per reel; 
suburban communities around New | Stove Boards | Re ccitneitin —— 
York City. The le ig rane a | sg stove hoped (poper lined). 4 x 24, | maroon, $21 per reel or $4.20 per 
northern Jersey and Long Island has; 3 yer doz.; 26 x 26, $9 per doz. | 100 ft. 
28 x 28, $10.05 per doz.; 30 x 30, $13 Metropolitan weatherstrip, in 100- 
been very good. Prices are essentially | ser den.: 83 x 92. 814.75 per dos: ia No. o can te. 1 0.40 pee 
35 x 35, $17. 40 per doz., and 32 x 42, | roll; No. 1%, $2.55 per roll, and No. 


unchanged, and wholesale stocks are 
apparently adequate. 
Radio Receivers 


$19.80 per doz. 2, moe per No. 5 $3. 60 per roll, 
>: Oo. 7, $4. per ro 
Stove Pipe Dampers Metallic weatherstrip, in 100-ft. 


| 
Stove pipe dampers, 4% x 5 in., | rolls; No. 38, $2.15 per roll; No. 39, 


vanans F: ak’ center VOR: _ | $1.35 per doz.; 5% in., _$1.50 per doz. ; $2.55 per roll, and No. 40, $2.90 per 
. | 6 in., $1.60 per doz.; 7 in., $2.25 per roll. 
Felt weatherstrip, in 100-ft. a 


Chelsea, 5-tube, R. F., $29.75 net; 
(*thelsea, 6-tube, R. F., $37 net; Chel- 
sea, 5-tube with built-in speaker, $75 
net to dealers. 

Gilfillan Neutrodyne, GN 1, 5-tube 
model, list price $150; dealer’s dis- 
count, 40 per cent. Same, GN 2 
model, list price, $120; dealer’s dis- 
count, 40 per cent. Same, GN 
i-tube model, list price, $65; dealer’s 
discount, 40 per cent. 


doz., and 8 in., $2.60 per doz. These | 
No. 18, $2.35 . roll No. 19, 


prices are net. 
per roll, and No. $3.75 per roll. 
Flexible weaihersirip in 100-f . 
rolls; No. 8, $1.90 per roll; 
$2.30 per roll, ae No. 10, $3. oe ‘on 


Screws Are Advanced, roll. 
Report N. Y. Jobbers 


New York jobbers report an advance Pyrex Demand Good, 











Loud Speakers on screws. The rate of advance varies 
rol $610 =, volume con- from 10 to 12% per cent on different Report N. , F Jobbers 
K-E, list price, $10.80. sizes and kinds. A complete corrected | 
Spartan, adjustable, $6. _ | list will be published next week. Metropolitan hardware jobbers report 
a ae speaker unit, $2.95 | 'an active sale of Pyrex ware, and say 
ea that orders are for fair quantities. 


| 

Phonograph attachment, adjustable | re 
| Orders placed indicate that dealers are 
| 








loud speaker unit. Spartan brand, . . 
list price, $4.50. New York Prices Firm on | showing full assortments. Current 
Radio Phones : _ prices are given herewith. 

Spartan head phones, $3. Torches, Fire Pots JOBBERS’ QUOTATIONS TO RE. 

LS fee _— ews 103, $2 each; No. Prices are firm and the demand con- TAILERS, F.0.B. NEW YORK 
G i2, ¥ eac . » — 

Manhattan head phones, $4. sistent for torches and fire pots in the +. = Se =e % at 

Radio Accessories New York wholesale hardware market. 2%, $1: No. 623, 1%4 qt.” 7% x 3 $1.17: 

Tubes, $1.75 Stocks are apparently satisfactory. No. 624, 2 qt., 8% x 3%, $1.33. 

Battery chargers, Tungar, $13. | JOBBERS’ QUOTATIONS TO RE- "Casserole — Square. ~-No. 653, 1% 

Hydrometers, 50c. each. TAILERS, F.0O.B. NEW YOR . 7% x 2%, $1.17. 

Ground clamps, copper, 6c. each. Torches ” geamemedtiusaniiedaaiiites 632, 1 aqt., 

Window lead-in strip, 10c. each. _ : as 8 x 5% x 2%. $1; .No. 633, 1% at., 

Lightning arrester, 23c. to 25c. each. Turner Master Line, 45 qt., $5.76 9% x 6% $1. 17; wes 634, 2 qt., 

Mica condensers, 9.09026 and 6.001. —at br a. ir ee ph qt., A 101% x a) x 314. $1.3 
l5c. each; 0.001, 18c. each; 0.002, 22c. eacn q each; qt., 54 in ne ss 
each; 0.006, 36c. each. each: 52 pt. (Flat), $6. 96 each. 642 1 at, 9% x gaa 2 Shallow. $43. 
one, pone ge ig Rg at Turner Standard Line. 1% qt. 10% x 7% $1.17: No. 
2c. each, nei Gasoline-Kerosene oo fH “a ~ Shs 2m, — os 

Pyrex insulators, list price, 45c. | 9 pt., $5.33 each; 14 pt., $5.76 each; UGEING Wisnes—NOUuNne.—-NO 
each: denler’s Giscount, 3314 percent: | 33 ot -’Sb43 cach: S60 at 4691 aac 6 | po A Ta Eo 
Pacent plugs, 22c. each; same, auto- | 38 qt., $5.76 each; 39 qt., $6.05 each: | 6% x 4 » 57c.; No. 023 3, at., 1% 
matic type, 52c. each. | 92 qt., $6.79 each: 93 qt.. $7.42 each: , 67c.; No. 024, 2 qt., 8% x 3%, 80c. 

Radio plugs, in carton lots only, | 105 at 4.88 each: 205 5.23 each. eudden Or Beene — Ne. 053, 

pt., $ qt., $ | 
20 plugs to a carton; list price, 65c. | Fi 1% qt., 7% x , 67c. 
each; dealer's discount, 40 per cent. | ire Pots _ Bread or Lede Pans—Oblong. —No. 

Grid Leaks, Megohms, 1'%, 2, 3 and | _Turner Line, No. 53, $7.20 each; | 213%, 4% x 3x 1%, 17c.; No. 212, 9% 
4 are all 9c. each. No. 63, $7.97 each; No. 66, $10.18 each; x 51% x 2%, 60c.; her ‘214, 10% x 5% 

Turnbuckles, 3-in., 6%c. each; 4-in., | No. 76, $7.13 each; No. 34, $8.67 each. x 3%, $1. 

Tec. each. i ish— i 

Blow torches, Midget, 33c. each; PR pm” fo 10x 75% x ot S133, 
Handy, 50c. each; improved —s | Pie Plat esc No 205%, 1% x 
matic, $1.10 each, and Spartan, $1.40 .. — om aN. 
= © Steady Demand Reported 1%, 17c.; No, 208, 8% x 1%, 50¢.. 

Battery harness, 70c. each. 209, 9% x 1%, 60c.; No. 210, 10% x 

Radio antenna outfit, $1.90 each. | for Household Brushes 1%, 67c.; No. S11, 11% x 1%, 73e, 

oe a ge each. . ;' Di Plate — Hexagonal. — No. 200, 

mmeters, O- amps., 50c. each. . 9% xX 4 

Voltmeters, O-35 volts, 70c. each. | A steady, but not heavy, demand is Biscuit Pan—Oblong.—No. 235, 11% 

Combination meter, O-50 volts, $1 —— for es for household and x 55% x 1%, 83e te , . 
each. | personal uses. rices are unchanged lai ; 

Acid-proof battery tray, holds bat- | . “4° Bean Pots—Round.—No. 504, 1 at., 
teries up to 100 amps., 35c. each; and stocks are in good condition. 2% x 4%, $1.17; No. 506, 2 qt., 74% x 
holds battery up to 150 amps., 50c. JOBBERS’ QUOTATIONS TO RE.- » $1.67. 
each. |‘ TAILERS, F.0.B. NEW YORK: Cake Dish—Round.—No. 221, 9% x 

Aerial a. in — ne 14 A discount of 33% per cent on the | 1%, 50c. 
sage, solid copper, c. each; 7/22, following household and personal use Double Compartment a ng Dish. 
stranded, plain copper, 45c. each; | brushes, which are quoted here at | -No. 130, 9% x 1%, $1. or re 
7/22 stranded, tinned copper, 55c. list prices. | 
each; rubber covered wire, 85c. each. | Nail brushes, 85c. each: split | - i. yam Dish.—No. 381, 9 x 5% 

= . duster, $1.25; cloth brush and skirt 
a A, B and ¢ brush, $1.60; dust mop, $1.90; bath | ee we. 316, 15% x 11% 

Franco storage battery, 90 brush, medium, $1.95; large, $2.30; | xX %, $1.3 
amps., $9. 35 each; 120 amps., $10.65 refrigerator brush, 30c.; percolator Utility _Dishes—obiong. ——. 231, 
each, , as brush, 15¢c.; vegetable brush, 25c.; 10% x 6% x 2, Gic.; No. 282, 12% 

Batteries, No. 6, dry cells, ignition dish mop, 35c.; pan greaser, 30c.: x Si x 2, $1.17. 
type, 26c. to 29c. each. dustpan and brush, $1: radiator individual Baker — (Ramekin) — 

Radio “‘I:’ batteries, unit package brush, 55c.; bottle brush, 35c. Round—Wide Rim.—No. 442*, 4 oz., 
quantities. No. 766, $1. 30 each: No. 3% x 1%, 13c. 

164, $1.14 each: No. 767, $2.44 each: —_———_ Custard Cups — Round. — No. 424*, 
No. 172. —— nog © ~ en $3.09 3a 3 2% Psa 18c.; No. 426%, 6 oz., 
each: “CC” batteries, No. . c. N ° x - 
Storm Stimulated Sales on individual Deep Pie Dish—Round.— 
pee ° No. 452%, 6 oz., 4% x 1%, 17 
as Weatherstrip Cake Dish—Square.—No. "809, 9% 
Fair Demand Reported for | * Fast YilewmNo. 106 6 x %. 40 
Sales were greatly stimulated on all Percolator Tops.—No. 953, Diam. 
Stove Goods kinds of weatherstrip due to the recent eter, 2%, 7c. 
—— at — 12-in. snowfall. Jobbers report de- Measuring oe Ry my 8, 33c. 
e deman or stove goods s § i i . Ss packed in individual car- 
been consistent, but has me ; sooumned a me =o — ane we 2 Speen afl ay nal flanged 
’ : strip, an ealers say they have en- which carry six to a carton. 
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Buying Is Steady in Chicago But 
Unfavorable Weather Curtails Sales 


WING to unfavorable climatic conditions existing here during 


(Chicago office of HARDWARE AGE) 


the past week, buying of merchandise has been somewhat 
curtailed. However, predictions by the leading merchants 
are that the year, as a whole, will be a good one. Prices are being 
well maintained, there being very few changes noted in the leading 


staples. 


Western sheet mills are expected to open their books for second 
quarter delivery shortly after the middle of February and report 
that they are running close to capacity and expect to continue so 
during the remainder of the first quarter. There is some talk in the 
trade of an advance in bars, shapes and plates for the second quar- 
ter, although it has been generally understood that prices have been 


satisfactory so far this year. 
85 and 89 per cent of capacity. 


Operations continue to be between 


Sales reports just issued by the mail order houses show a gain of 
2.3 per cent for one and 20.56 for another, as compared with Janu- 


ary of a year ago. 


The automobile show which just closed was the most successful 


of any held so far in Chicago. 


Building permits in Chicago for January are approximately 12 
per cent less than those of a year ago, but indications are that con- 
struction work will be increased with more favorable weather con- 


ditions. 


Carloadings show a decline, but this is attributed largely to the | 


falling off in grain shipments. 
AUTOMOBILE ACCESSORIES.—Due 


to unfavorable weather sales on auto- 
mobile accessories are rather slow. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each; A. C. Titan, 58c. each; lots of 
100, 56c. <A. C. Special Ford, 44c. 


each. 

Spot Light. — Anderson, No. 3289, 
$6.50. 

Horn.—A. A. Electric (Ford), $4 
each. 


Jacks.—National Standard No. 21, 
$1.20 each. 

; Pumps. — Rose, 1%-in. cylinder, 

1.55. 

Chains.—Non-skid, dozen pair lots, 
33l4 per cent discount. 

Tires and Tubes.—30 x 3% oversize 
cord tires, $12.55 each: regular cord, 
$8.60 each; gray inner tubes, 30 x 
31%, $1.80 each; red inner tubes, 30 x 
3%, $2.25 each. 


AXES.—Prices are unchanged. Sales 
are normal, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base, single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—Prices are firm, 
and an improvement is noted in sales. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 
per cent discount; machine bolts, 
cut thread, 50-5 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 





outlook for spring is very encourag- 
ing. 


We quote from jobbers’ stocks, 
f.o.b. Chicago, 3% x 38% steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.66 
per doz. pair, heavy steel bevel in- 
side sets, $6.25 per doz.; steel bit- 
keyed front door sets, $1.65 per set; 
wrought brass bit-keyed, front door 
sets, $3.25 per set; cylinder front 
door sets, $7.50 per set. 











satisfactory volume. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %% -in. proof coil 
chains, $8.50 per 100 lb.; Tenso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-41% electric 
welded cow ties, $2.75 per doz. 





| Sales are good. Prices are unchanged. 


| We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
| burrs, 45 per cent discount. 
/ELECTRICAL AND RADIO MER- 
| CHANDISE.—Prices on dry cells have 
advanced 2c. each. The demand con- 
tinues heavy for tubes and batteries. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Electrical Merchandise.—No. 14 
rubber-covered wire, $8 per 1000 ft.; 
in 1000-ft. lots, $7.75; No. 18 lamp 
cords, $14.25 per 1000 ft.; in 1000-ft. 
lots, $13.65; %-in. brush brass key 
sockets, 18c. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; 
two-piece attachment plugs, 12c. 
each: dry cells, boxes of 50, 32c. 
each; less than case lots, 36c. each. 
Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each: No. 767, $2.62 
each: No. 770, $3.33 each; No. 772, 
$2.62 each; No. 486, $3.85 each. 











BUILDERS’ HARDWARE.—A steady 
volume of business is reported. The 


Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each, net. 

Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 
per cent. 

FIELD FENCE.—-Current business is 
good. Futures are being shipped out 
promptly by the jobbers. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $29.02 per 
100 rods; 1848-6-14%, $14.08 per 100 
rods. 

FILES.—The demand is normal, Prices 
remain unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 

GALVANIZED WARE.—Jobbers have 
discontinued the special prices which 
they ran during the month of January 
on No. 2 and No. 8 tubs. Prices on 
all galvanized ware are firm. Sales are 
reported satisfactory. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2, 
$7.20; No. 3, $8.40; 10-qt. galvanized 
after made pails, $2.25; 12-qt., $2.45: 
14-qt., $2.75; 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz. 

GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Jobbers have advanced prices 
on hose Ye. per foot. Sales continue 
in good volume. 

We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., 12\4c. 
per ft.; %-in., 14%c. per ft.; 5-ply, 
good quality, wrapped, %-in., 9%c. 
per ft.; %-in., 11%c. per ft. Lawn 
sprinklers, Rain King, $28 doz.; orig- 
inal fountain sprinklers, $8 doz.; 
Rainbow, 38-in. high, $24 doz. 


GLASS AND PUTTY.—An improve- 
ment is noted in the demand. Prices 





are firm. 


CHAIN.—Orders are being placed in a 


-HATCHETS. 


COPPER RIVETS AND BURRS.—| 


; 
| 


i 
' 





We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. brack- 
ef, 82 per cent discount: single 
strength A, all other brackets, 81 
per cent discount; double strength 
A, all sizes, 82 per cent discount: 
double strength B, up to 4 in., 87 
per cent discount; balance, 85 per 
cent. Putty, pure grades, $3.75 per 
100 Ib.; commercial, $3.40 per 100 Ib. 


Local prices remain un- 





_changed. Sales are very active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.: first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—The demand 
continues heavy, with the market firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughan-Bushnell, 
16-oz. nail hammers, $10.50 doz.: 
Maydole, $12.60 doz.: other makes, 
16-0z. machinist hammers, $7.85 doz.: 
Competitive grade, 16-o0z. nail ham- 
mers, $4.50 to $6. 


HANDLES, AGRICULTURAL.—Sales 


are about normal. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5-ft., $5.50 doz.: XX, 
414-ft., $4 doz.; 5-ft., $4.80 doz.; X, 
4%-ft., $2.40 doz.; 5-ft., $2.80 doz. 

Hay Fork Handles.—Bent, chucked 


LUPUS eee ree eee res ‘eee eee eevee ee eens wns 
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with strap, 


and bored, best grade, 
$7.50 doz.; 


ferrule and cap, 4%-ft., 


5-ft., $8.50 doz.; XX bent, with strap, 
ferrule and cap, 4-ft., $5. 50 doz.; 4%- 
t., $5.75 doz.; XX, bent, 4%%-ft., $4. 50 
doz.; 5-ft., $5.50 doz., X, bent, 4%- 
ft., $3 doz.; 5-ft., $3.40. 

Manure Fork Handies.—Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 


doz.; XX, bent, 4-ft., $4. 15 doz.; ; 4%- 
t.- oe 40 doz.; bent, 4-ft., $2.60 
doz.; 4\4-ft., $2.95 doz. 

Garden Hoe Handies.—xXxX, 4%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake WHandies.—XxX, 5%- 
ft., $5.25 doz.; X, 5% ft., $3.25 doz. 

Shovel Handies.—Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D handle, best grade, $7.95 
doz.; X grade, $6 doz. 

Spade Handies.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—Prices remain un- 
changed, but strong. Business con- 
tinues on a very satisfactory basis. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handies.—No. 1 Hickory, $4 
doz.: No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer WHandiles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—No change in price is noted. 
Sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-In., $1.60; 8-in., $2.70; 10-in., $4.30 
per doz. pairs; extra heavy T hinges, 
in bundles 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56; 10-in., $5.10 
per doz. pairs. 


ICE CREAM FREEZERS.—Prices are 
unchanged. Orders are being placed in 
a satisfactory volume. 


We —. Pca — stocks, 
f.o.b. Chic te Mountain, 
1-qt., $4.85 oe: 2- -“ Me 65 list; 3-qt., 
$6.75 list; 4-qt., $8. 25 list; 6-qt., 
$10.45 list ; 8-qt., $13.50 list; 10-at., 
$18 list; 12-qt., $21.55 list; 15-qt., 
$25.60 list; 20-qt., $33.20 list; 25-qt., 


list; 6-qt., $8.60 list; 8- at., $11.10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1-qt., $2.95 list; 2-at., 
$3.45 list; 3-qt., 10 list; 4-qt., $5 
$6. 30 list; 8-qt., $8.20 list: 
10 at., $10.75 list; 12-qt., $14 list: 
15-qt., $17 list; 20-at., $21.50 list. A 
discount of 20 ‘and 10 per cent on all 
above prices. 


ICE SKATES.—Sales are falling off, 
as the season is nearly over. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key clamp, Rocker, 
Men’s and Boys’, bright finish, 765c. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and Boys’, 
$1.20 pair: Half Key Clamp, Hockey, 
Women’s and Girls’, $1.40 pair: 
Tubular Skates, Men’s or Women’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—No change in price has 
been made. Sales are only fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.: Little 


Wizard, $8.50 doz.: Blizzard, $13 doz. 
LARD PRESSES AND SAUSAGE 
STUFFERS.—Prices are firm. The 
demand is normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 


each: No. 36, 8-qt., $8.67 each. 
LAWN MOWERS.—Most of the deal- 
ers have placed their orders for spring 
delivery, but current sales are rather 
slow. 


We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, 1l-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife 10%-in., wheels $8.65 
each; 16-in. ball bearing, 4-knife, 


stocks, 
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9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-kKnife, 
8-in. wheels, $8 each; 16-in. plain 
es 3-knife, 8-in. wheels, $5.85 
each. 


NAILS.—Factories changed 


kegs on Feb. 1. 
is in effect for the new kegs. 


wire nails. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated, 
$2.20 per keg base. The extra for 
galvanized nails is now $2 for 1-in. 
— longer, $2.25 for shorter than 
- n,. 


OIL STOVES.—Prices are firm. Sales 


are normal. 


These are list prices. Dealers’ dis- 
counts are noted after each group. 
ey ke 


= = fC — Se $17.50 
No Ds Re ae Sn céeccevsseeuee 22.50 
i: a i i. cercen bene® 28.50 
ek ae ee, caus cee cacawes 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
ts yy (Improved Model)— 


bn~<nedene.o0e eeu $17.50 
EE 22.50 
ING. 6 € BURMOES... 2. ccccccccs 28.50 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
a, en a. csecoceneeees $9.50 
rh i CL, «os 66:6 sae ee 17.35 
BOO. Bae © BUMIGEB. «cc cvcvcscoss 22.00 
Pee, «eee SB Be c cc cvcccevese 28.00 
— 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealers’ enous. 30 and 5 
per cent. 
Ovens 
bee ji 
No. 211 1 burner plain door... .$2.50 
No. 211G 1 burner giass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
Ss EE. Shewenenesewens$eseeuses 6.15 


Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 


No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent. 
NESCO— 

No. 05 1 burner solid door...... $2.10 
No. 5 1 burner glass door...... 2.25 
No. 010 1 burner solid door...... 4.15 
No. 10 1 burner glass door...... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 4.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door..... 5.70 


Dealers’ discount, 30 and 5 per 


cent. 

Water Heaters 
Perfection No. 412.............. $40.00 
Perfection No. 421.............. 80.00 


Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on oil 
stoves, ovens and heaters. 


cook 


PAINTS AND OILS.—A decline of 7c. 
per gallon is noted in the price of tur- 
pentine. The balance of the staples re- 
mains the same as last reported. Busi- 
ness continues on a very satisfactory 


basis. 
We quote _from jobbers’ stocks, 
f.o.b. Chicago 
Linseed thew. barrel lots, $1.06 
per gal.; 5-barrel lots, $1.03 per gal. 
Linseed Oil. —Boiled, hoeen” lots, 


pe - per gal.; 5-barrel lots, $1.06 per 


"Turpentine. .—Barrel lots, $1.18 per 
Denatured Alicohol.—Barrel lots, 


65c. per gal.; stee] drums, extra $6, 
returnable. 


cement 
coated nails from count kegs to 100-lb. 
A new list of extras 
No prices 
have been announced, but the base will 
probably be the same as on standard 
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White Lead.—100-lb. kegs, $15.25; 
500-lb. lots, less 10 per cent; 50-lb. 
kegs, $7.75; 25-lb. kegs, $3.90; 12%-lb. 
kegs, $2. 

Shellac.—(4%-lb. cut) white, $3.15 
~ gal.; orange, $2.85 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
Tlec. 


Dry Paste.—Barrel lots, per 
b. 


PYREX WARE.—Sales are reported 
good for this season of the year. Prices 


are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 


No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz. ; ‘s gory Oval, No. 642, $12 doz.; 
No. 3, $14 doz 

me pee 208 6 doz.; No. 
209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz. 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


ROLLER SKATES.—Business 
ceptionally good for this line. 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
Chicago roller skates 
pair; for girls, 


4-cup, 


for boys, 
$1.40 per pair. 


is ex- 
Prices 


ROPE.—Orders show an improvement. 


Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Standard 
brands, 25%c. per Ilb.; No. 2 Manila 
24%c. per lb.; No. 1 Sisal, 17%c. per 
lb.; No. 2 Sisal, 16%c. per Ib. 


SASH CORD.—Sales are only fair. 
The market appears firm at the recent 


reduced prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7, standard 
brands, $8.45 per doz. hanks; No. 8, 
$9.65 per doz. hanks. 


SASH PULLEYS.—The 


good. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 
leys, 50c. doz.; barrels, 54c. doz. 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 1.05, 52c. doz., 
barrels, 48c. doz. 


SCREWS.—Factories have 
base discounts 2% points, 


demand 


advanced 
effective 


Feb. 6. The extras remain unchanged 


for the present. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 7744-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list; bat head brass, 75-20-10 per 
cent new list; round head brass, 72%- 
20-10 per cent new list: ‘en 70- 
20-10 per cent new list 


STEEL SHEETS.—Prices 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.25 per 100 Ib.; 28-gage 
black sheets, $4.25 per 100 Ib. 


are 


un- 


WRENCHES.—An improvement in the 


demand is _ noted. 


changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 
60-10 per cent discount: Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent age rent 

ne Wrenches. — Radio and 
electrical set, pat No. 101 Master Ser- 
vice Set, $15.2 5; No. 202 Heavy Set, 
$8.80; No. 303 Ford Master Service 


Set, $14.85; No. 404 Universal Socket 
Set, $8.75: No. 505B Screw Driver 
Set, $3.40: No. 900 Square Socket 
Set, $3.70. All Snap- Wrenches 


less 40 per cent. 


Prices are un- 
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Buying More Active in Northwest— 
Few Changes in Staple Items 


(Minneapolis office of HARDWARE AGE) 


ITH each succeeding week there is more apparent the be- 
lief that this year is going to make for an increase in busi- 


ness in the Northwest. 


Few dealers in this part of the 


country have had less business in January of this year than they 
had last year. Almost without exception, they report better busi- 


ness or better prospects. 


The one thing of interest at present in Minnesota is the annual 
hardware association convention, which will be history at the time 
this is being read. Everything points to a better convention than 
last year and a large attendance is expected. Other conventions in 
other States have brought out a note of optimism and it is expected 
that as the conventions to come are conducted, there will be a con- 
tinuance of that feeling over the Northwest. 


Prices are beginning to show some inquiries. 


A few changes are 


being made in staple items and there are rumors of further changes 


to take place in the near future. 


Spring stocks are receiving some 


attention from the dealers, but few stocks are as yet going forward. 


ASH SIFTERS.—Sales are showing 
some signs of decrease, with the hard- 
est part of the winter in the past. 
Stocks are still in fair condition, with 
no changes in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood square ash 
sifters at $2; metallic rounds, $4.25; 
and wood barrel at $6 per dozen, net. 


AXES.—Call for axes is still steady 
and fairly strong. Stocks are well 
filled, and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: oa bit base 
weight axes at $14.50, and double bit 
base weight axes at $19.50 per doz., 


net. 
BOLTS.—Demand for bolts is rather 
light yet, as activities have not pro- 
gressed far enough to increase the call. 
Stocks are ample at present, with prices 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
45 per cent; machine bolts at 50 per 
cent; stove bolts at 75 per cent, and 
lag screws at 55 per cent from list. 


BRADS.—Brads are beginning to sell 
better, as there are the first signs of 
activity in the building field. Stocks 
are light, but ample for present needs. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 75 per cent from lists. 


BUILDERS’ HARDWARE. — Dealers 
are beginning to stock up on builders’ 
hardware. Building contractors are 
starting their year’s work, although 
weather conditions have moderated but 
very little in the Northwest. Indica- 
tions point to another good year in the 
building game, and dealers are pre- 
paring to be ready for it. Residence 
building is already started and plans 
are made for business buildings in fair 
number. 

COAL HODS.—Demanéd still is fair for 
coal hods. Stocks are somewhat 


lighter, with dealers and jobbers alike. 
Prices show a strengthening, present 
quotations being higher than last week. 








We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open coal 
hods, 17 in., $3.75; 18 in., $4.25; 
japanned funnel, 17 in., $4.80; 18 in., 
$5.25; galvanized open, 17 in., $5.25; 
18 in., $5.80; galvanized funnel, 17 in., 
$6.70; and 18 in., $7.40 per dozen, net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—While present 
call is nominal, there are good pros- 
pects for a good year in this line. 
Stocks at present are low in dealers’ 
hands, and prices are steady as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint 28 ga., 
5 in. single bead eaves trough at 
$6.05 per 100 ft.;: 29 ga., $5.50 per 
100 ft.; 28 ga., 3 in. conductor pipe at 
$5.40 per 100 ft.; 3 in., elbows, $1.73 
per dozen, net. 


FIELD FENCE.—It is still too early 
to interest the customers of retail 
stores in fencing. But dealers recog- 
nize the possibilities of trade in this 
direction for this year. Prices show 
no — 


quote from jobbers’ stocks, 
cane Twin Cities: 26 in. 10 ga, top 
and bottom 13 ga. intermediate type 
of fence at $30.04 per roll with other 
sizes and weights in proportion. 


FILES.—Sales are normal for this 


time of year. Stocks are in fair con- 
dition, with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from lists. 

GALVANIZED WARE.—Dealers are 
beginning to fill in their stocks for the 
spring trade. Sales show some im- 
provement in some lines. Prices have 
not changed so far in the general line 
of galvanized ware, but the change 
noted in coal scuttle prices above may 
be an indication of a general change. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
ae tubs at $7.50; No. 2, $8.25; 


3, $9. of heavy tubs, No. 1, $12.60; 
3.80: No. 3, ‘$15: standard 
10- sab: = $2. mes 12- at., $3.05; 14-qt. 
stock pails, 16-qt., $5, and 18- 
, $5.50 per dozen, net. 


Lass AND PUTTY.—Sales are fair, 














with stocks ample for present needs. 
Prices show no changes. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 
strength, 85 per cent, and _ strictly 
pure putty in 50-lb. drums at $4.85 
cwt., net. 


HAMMERS AND HATCHETS.—Call 
is fairly good with some signs of im- 
provement. Spring demand has not yet 
started, as building is yet dormant. 
Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers at $12.60; 
Plumb No. HFS81, $10.50; Plumb No. 

2 broad hatchets, $14.45; No. 2 shin- 

gling, $11.20, and No. 2, claw, $12.50 

per doz., net. 
ICE CREAM FREEZERS.—Demand 
for freezers is fair, with prospects good 
for sales. Future orders have not yet 
started forward, but many dealers have 
placed their requirements. Prices are 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Peerless ice cream 
freezers, 1 qt., $2.10; 2 qt., $2.45; 3 
qt., $2.95: 4 qt., $3.60; 6 qt., $4.55, and 
S qt., $5. 90 each, net. Arctic freezers, 
2 qat., $2.30; 3 at., $2.78; 4 qt., $2.98; 
6 qt., $4.30 each, ~, White oun- 

2 $2.83; , $3.38; 4 at., 
$4.13; 6 at., $5. 23 neal ‘net. ‘Alaska 
freezers in both grades, 20-10 per 
cent from list. Auto Vacuum freez- 
ers, 331-3 per cent from lists. 


LANTERNS.—Sales are still good, but 
show some decrease with the approach 
of the longer days. Stocks are ample 
for the demand, and prices are un- 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen, 
net. 


NAILS.—Sales are beginning to im- 
prove. Stocks are fairly well filled, 
with prices showing no change. There 
are, however, rumors of a _ change, 
probably in the form of an advance. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 

OIL HEATERS.—Demand is low at 
present. Dealers are looking forward 
to the spring demand, when people 
move to summer cottages and to the 
lakes. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each, net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Call at present is light. 
Dealers are preparing for the usual 
warm weather demand. Sales in this 
line depend somewhat on the tempera- 
ture of the spring and summer months, 
but there has come to be a steady call 
for this means of emancipation of the 
housewife from the old-fashioned coal 
cook stove. Prices in this line show 
no changes. 


Prices to retailers f.o.b. Twin 
Cities. i 
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Oil Cook Stoves 
PE RFECTION— 


ch we ae NE. . cn cécccocseeee $17.50 
No. 73 3 P< <cticeuresnawee 22.50 
No. 74 6 DUTMOCTS... wc occccccccces 28.50 
me § PO ae 39.50 
_ Perfection dealers’ discount, 30 and 
» per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

PURITAN (improved Model)— 
a, Ge a Cn. «+ censeeeedeee $17.50 
TR 22.50 
No. 44 4 burmners................ 28.50 

Puritan discounts same as Perfec- 

tion. 

NESCO— 
a fe. ee go cccucsscéeur $9.50 
ae: & &  .  ” eee 17.35 
. Se ke... See 22.50 
INO. ZS 4&4 DUFMOTS......cccccces 28.00 
INO. BIS & DUPMOTS.......cccececs 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 4 
No. 1105 high shelf only........ 9.75 

Nesco dealers’ discount, 30 and 5 
per cent. 
Ovens 

on es re 
No. 1 burner plain door...$2.50 
No 311G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door... 6.00 
Pt DE siiecedcnthasnenseunawe’ 6.15 


Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 per 
cent. 
PURITAN— 


No. 42G 2 burners glass door....$5.50 


Dealers’ discount 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

NESCO— 
No. 05 1 burner solid door....$2.10 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner’ solid door.... 4.15 
No. 0 1 burner glass door.... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 

Deale srs’ discount, 30 and 5 per 
cent. 

Water Heaters 
Perfection NO. 412... cccccersecers $40.00 
Perfection No. 121.......ccccses 80.00 

Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 

Wicks, Etc. 

Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil cook 


stoves, ovens and heaters. 
PAINTS AND WHITE LEAD.—Call 
is showing some signs of improvement, 
although almost all demand is for in- 
side materials. Stocks in dealers’ 
hands are still light, spring shipments 
having not been made or opened up if 
already arrived. Prices have _ not 
changed. 
We 
f.o.b. 


jobbers’ stocks, 
Twin Cities: Best grade house 
— at $2.80 per gallon, in 1 gal- 
lon cans, and white lead in 100 Ib. 
kegs at $14.29 cwt., net. 


PAPER.—Demand is still rather light, 
with prices unchanged. 


quote from 


stocks, 


We auote from jobbers’ 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 ewt., and tarred felt at $3.35 


cwt., net. 
PYREX OVENWARE.—This line is al- 
ways popular, with a steady demand. 
Stocks are well assorted, with prices 


unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 113 casse- 
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roles at $1.17; No. 197 casseroles 
$1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
ga 60c.; No. 231 utility pans, “td : 


No. 12 tea pots, $1.67; No. 24 te 
pots, $2 and No. 36 tea pots, $2. 33 
each, net. 


ROPE.—Sales are normal, with stocks 
ample for present needs. Prices show 
no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 27%c. lb. base, and best grade 
sisal rope at 19%c. lb. base. 


SAN DPAPER.—Demand is steady with 
some slight improvement. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream; second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 


SASH CORD AND WEIGHTS.—De- 
mand is low, with present stocks ample 
for the demand. Prices have not 
changed. Some future orders are be- 
ing closed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%c.; second grade, 45c.; cast 
iron sash weights at $2.10 cwt., net. 

SCREWS.—Call is fair, with stocks 
well assorted. An advance has been 
made in the prices by some sources, but 
the changes in this respect are not uni- 
form. The new prices will appear in 
the next report. 


We quote from 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 per cent; flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent: 
flat head brass, 70-25 per cent, and 
— head brass, 70-20 per cent from 
sts. 


SIDEWALK SCRAPERS.—Call for 
scrapers is steady, with stocks well 
filled. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s sidewalk 
scrapers at $5 per dozen, net. 

SKATES.—The season is practically 
over for this year, and dealers are be- 
ginning to move this stock into the 
background. There is still some call 
though it is very light. Stocks for 
the most part are reduced to a low 


jobbers’ stocks, 


point. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sterling — half 
hockey shoes and skates, ‘$4 pair; 
North Star aluminum finish tube 
skates and shoes, $7.25 pair: nickel 
finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 


finish, $5.50 pair, and nickel finish, 


$6.50 pair, net. 
SNOW SHOVELS.—Sales are good, 
with stocks becoming reduced. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood snow shov- 
els, $19; steel blade, straight handle, 
$4.50: galvanized steel blade, D han- 
dle 15% x 17, $10.80, and 16 x 21, 
$11.50 per dozen, net. 


SOLDER.—Sales are fair but there are 
signs of an increasing demand. Prices 
show a slight advance. 


We from jobbers’ stocks, 


quote 
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f.o.b. Twin Cities: Warranted half 

and half solder at 41%c. Ilb., and 

ee half and half solder at 40%¢c. 
io SE 


STEEL SHEETS.—Demand at pres- 
ent is light, and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 
at $4.35 cwt., and galvanized steel 
sheets at $5. 60 cwt., base. 


STEEL TRAPS.—Sales are somewhat 
lighter than early in the winter, with 
stocks in good condition. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b., Twin — Triumph No. 0, 


traps, 9c.; No. 1, : "an 1%, 1814¢c.; 
. 2, 2516¢.: No. “3 41l4c.; o. 4, 
50%4c.; No. 115, 15c.; No. 315, 29 Cs 


No. 315, $1.15; No. 115X, 20 Ye. : 
215X, 30%40. each; Victor, No. 4 Bommel 


at $1. 1 $1. 38; No. 1%, $2.14; 
No. $3. 36. Oneida jump traps, No. 
0, si yy No. 1, $1.83; No. 1%, $2.81 


per dozen, eg 


STOVE BOARDS.—Call is slacking off, 


with stocks tapering down. Prices 
show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Crystallized stove 
boards, 28 x 28, $16.95; 30 x 30, $19.70; 
36 x 36, $27.45 per dozen, net. 


STOVE PIPE AND ELBOWS.—Call 
is light now. Prices for next season 
are out and dealers are placing their 
requirements. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued, 
ga., 6 in., knocked down stove pipe at 
$14. "15 per 100 lengths; common iron 
corrugated elbows, 6 ‘in., $1.30; and 
adjustable charcoal iron, 6 in. elbows 
at $2.05 per dozen, net. 


TIN.—Call is light for present needs. 


'with dealers preparing for the spring 


business. Prices have not changed as 


yet. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: IC, 20 x 28, 8-lb. 
coating roofing tin at $15.25 per box, 
and furnace coke tin ICL, 20 x 28, 
at $14.75 per box, net. 


TORCHES.—Present demand is fair, 
with excellent prospects for spring. 
Future orders are in, on the average, 
and stocks will soon be shipped. Prices 
have not changed. 


We quote from 
f.o.b. Twin Cities: 


stocks, 


jobbers’ 
Master 


Turner 


; oe 6 Se Be 
; No. 30, at., 
-» 90.16; No. 39, at., 
. 92, at., $6.79; No. 93, at., 
. 105, pt., $4.88; No. 205, at., 
F . Turner Fire Pots, No. 53, 
$7.20: No. 63, $7.97; No. 66, $10. 18; No. 
76, $7.13; No. 34, $8. 67 each net. 


WIRE.—Sales are light at present. 
There are rumors of a price advance 
in wire products, but at the time this 
is written no changes have occurred. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 awe. and galvanized 
smooth wire No. , $3. 70 cwt. 








HE recent trans-Atlantic tests have done a lot to stim- 
ulate interest in radio, and also to relegate the “blooper” 
or radiating receiver to limbo of oblivion. Incidentally, it’s 
surprising how many otherwise reliable persons can trans- 


A Radio Thought 


late a combination of static and “birdies” into the “Roses 
of Picardy” and foreign call letters. 
DX hound that can’t accumulate an impressive number of 
call letters when he listens with the head phones on—alone. 


Oh, well, it’s a poor 
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‘Two Blizzards Within a Week Slow Up 
Business in New England Market 


(Boston office of HARDWARE AGE) 


have been a little more than the flow of business can stand 


gs WO real old-fashioned New England blizzards within a week 


up against. 


Going has been bad everywhere, roads in a great 


many instances being impassable, and railroad transportation dis- 
rupted, reports to the contrary. Business firms have found it took 
more out of trucks to operate them than business warranted, conse- 


quently they have been used only in emergency cases. 


Naturally a 


quietus has been put on the wholesale shelf hardware business. The 
retail trade also reports a noticeable slowing up in over-the-counter 
sales, although public demand for such things as snow shovels, side- 
walk cleaners, etc., has been better than it has been in more than a 
year, and retailers in quite a few instances have been obliged to re- 


plenish stocks. 


Looking ahead, the New England hardware situation appears on 


a sound foundation. 


body is at work and receiving a good wage. 


Less unemployment is reported. Most every- 


Savings banks report 


record breaking deposits, yet people are spending money freely. 
Hardware manufacturers in New England are busy and operating 


at capacity or very nearly so. 


They are carrying comparatively 


small supplies of raw material, consequently will be obliged to buy 


stock from steel mills. 
yet not excessive. 


Hardware jobbers’ stocks are well assorted, 
The average retail hardware dealer’s stock is no 


more than comfortable. About the only fly in the ointment is credit. 
On all sides, in practically every branch of retail merchandising, 
come reports from jobbers of slow pay, and there appears to be a 
tendency among banking institutions to urge more caution in the 


matter of credits. 


February usually is a slow-pay month in retail 


circles, however, and the credit situation is, perhaps, emphasized a 
little stronger than conditions really warrant. 


AIR MOISTENERS.—Jobbers report 
that retail dealers have been obliged to 
reorder air moisteners. They add, how- 
ever, that current buying is extremely 
conservative. 


We quote from Boston jobbers’ 


stocks. 
Air Moisteners. — Galvanized radi- 


ator styles, three pocket, 9-in., $8.67 
per doz. net; five pocket, 9-in., $13.34; 
iain. pocket, 14-in., $12; five pocket, 
14-in 


AXES.—Most interior towns are de- 
pending almost wholly on wood for 
warmth this winter, it being impossible 
to secure anthracite coal or substitutes 
such as coke, bituminous, ete. For 
that reason there is a steady call for 
axes. 


We quote from Boston jobbers’ 
stocks. 

Axes.—Without handles, single bit, 
$24.50 per doz. net; double bit, $19.50; 
flint edge with handle, single bit, 
$18.75. Ship Slinger, unhandled, sin- 
gle bit, $15.10. Flint Edge, with han- 
dle, boys’, No. 2, $12.50; house, 2%- 
lb., $12.25. Jimdandy, with handle, 
No. 2, $17; house; 2%4-lb., $10.75. 


BARN DOOR HANGERS.—Future 
bookings of barn door hangers are quite 
satisfactory, report jobbers. They are 
considerably in excess of those to the 
corresponding date last year. 


am quote from Boston jobbers’ 
stocks. 

Barn Door Hangers.—Topping line, 
Storm King, $9.60 per doz. pair net; 








World’s Best, $17.28; Safety, $12; 

Tandem, 7.76. 
BASEBALL GOODS.—Jobbers are 
strenuously endeavoring to line up the 
retail trade on baseball goods, but as 
one of the largest houses says: “It’s 
tough picking.” A few of the largest 
retail firms, however, have placed sub- 
stantial orders. 


We quote from Boston jobbers’ 
stocks. 

Fielders’ - gga = —No. 501, $4.50 per 
doz. net; No. 507C, $8.40; No. 509, 
$10.75; No. 511, 316: No. 514, $18: No. 
S54" $22; other styles priced up to 


Catchers’ Mitts.—No. 569, $10 per 
doz. net; No. 574R, $18; No. 578T, 
$24; No. 577, $28; No. 588, $54; No. 
592, $72. 

Baseman Mitts.—No. 603, $16 per 
doz. net; No. 608, $27; No. 62! SW, $40. 

Masks.—Boys’ No. 25M, $4. 50 per 
doz. net; Youth’s No. 31M, $19; 
Men’s, No. 41M, $42. 

Bats.—-Crack-A-Jack, $2 per doz., 
net. Junior League, $3.60; King of 
Field, $7.20; burnt oil finish, $10.80; 
Bing-Go, $12; Youth’s assorted slug- 
gers, $7.20; Louisville Slugger, Jr., 
$5.40; Louisville Sluggers (regular), 
$16.20. 

Baseballs.—Per dozen net, Dandy, 
75¢c.; Boys’ Favorite, $4.50; Young 
American, $2; Junior League Special, 
$2; Junior League, $2.75: Boy’s 
League, $4; Dollar Lively, $6; Pro- 
fessional League, $8; Hardwood 
i $12.50; National League, 


BROOMS.—All kinds and makes of 
brooms, for spring requirements, are 
selling fairly liberally. Jobbers say 











they will shortly begin to make ship- 
ments. 
We quote from Boston jobbers’ 
stocks. 
Stable Brooms.—Mixed, No. 8, $10.50 
per doz. net. 


BRUSHES. d good reports 
are had concerning the house brush 
business. Competition for public busi- 
ness this spring will, it is believed, be 
keen, consequently jobbers are offering 
stock to retailers at attractive prices. 





We quote from Boston jobbers’ 
stocks. 
Brushes. — House, Osborn line, 


men’s clothing, $1.07 each net; wall 
cleaning, $1.24; dry duster (floor), 
$1.27; vegetable, 17c.; radiator, 37c.; 


refrigerator, 20c.; dust pan, _ 67c.; 
bath, large, $1.54, medium, $1.30; 
shirt, $1.07; nail, medium,  57c., 
stiff, 57c. 


Paint Brushes.—Wall, $5 to $60 per 
doz. net; varnish, $3.50 to $25; calci- 
mine, $10.50 to $90; whitewash, $3.50 
to., $130. 

CAN OPENERS.—Although a _ small 
item, sales of can openers are remark- 
ably large. Part of the buying is for 
immediate and part for future require- 
ments, making almost ideal market 
conditions. 


We quote from Boston jobbers’ 
stocks. 

Can Openers.—Edlund line, house- 
hold size, with bracket, $2. 25 each 
list; hotel size, $5. Household size 
with wall bracket, $2.25 each list, 
hotel size, $5. 

Discount, 33144 per cent. 


CARPET BEATERS.—Carpet beaters 
have not sold as freely the past week 
as heretofore, but the aggregate book- 
ings are quite satisfactory, according 
to jobbers here. 


We quote from Boston jobbers’ 
stocks. 

Carpet Beaters. or 11, tin, $2 per 
doz. net; No. 12, $1.5 


CHAIN.—It has been a eee week 
so far as the sale of automobile tire 
chain business is concerned. Many re- 
tail dealers have been cleaned out; some 
of them twice in a week. 


We quote from Boston jobbers’ 
stocks. 

Tire Chains.—Weed, 1 to 9 pair, 30 
per cent dfscount; 10 to 29 pair in 
one shipment, 35 per cent discount; 
lots of 50 pair in one shipment, 40 per 
cent discount. Fill-in orders are fig- 
ured at the discount earned by orig- 
inal purchases, 100 cross chains equal 
1 pair of tire chains. 

Machine chain. — Twisted, 11-64- 
in., $7.50 per 100 ft.; 3-16-in., $7.80; 
13-64-in., $8.10; 7-32-in., $9; %4-in., 
$13.50, all net. 


CLIPPERS.—Orders for clippers con- 
tinue to come to jobbers, for delivery 
a little later in the year. The clipper 
market is in a much better position 
than it was a year ago. The retail trade 
shows a preference for American made 


clippers. 

We quote from Boston jobbers’ 
stocks. 

Clippers.—Toilet, Plymouth, No. 0 
$1, each net; No. 00, $1.20; Success 
No. 0, $1.40; No. 00, $1.60; Mayflower 
No. 0, $1.10; No. 00, $1.25; Americar 
Gentleman, No. 00, $2; No. 000, $2 
Brown and Sharpe narrow plate ané¢ 
other kinds carried by jobbers, $4.5) 
each list; discount, 25 and 15 pet 
cent. 
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Horse Clippers.—No. 169, $2.50 each 
net; No. 179, .40. Horse clipping 
machines, No. 1, ball bearing, $14 
each list; discount, 33% per cent. 
Sheep Shearing Machines. — Ball 
bearing, No. 9, $24 each list; dis- 
count, 33% per cent. 


COAL HODS, SHOVELS, SCOOPS.— 
Although the big buying movement of 
the winter has passed, there is a con- 
sistent demand for coal hods, shovels 
and scoops, which, while not large, 
serves to keep the interest of the hard- 
ware trade keenly alive. 


We quote from Boston jobbers’ 
stocks 

Coal Hods.—Japanned, wood han- 
dles, 16-in. $3. 64 per doz. net. Gal- 
vanized, wood handles, 15-in., $4.64; 
16-in., $5.12; 17-in., $5.50; 18-in., $6. 

Fire Shovels.—Japanned, No. 54, 
75c. per doz. net; No. 56, 87c.; No. 


No. 


80, 56c. Galvanized, No. 254, 83c.: 
256, ; 
Scoops.—-Furnace, Bay State, long 


handle, black, No. 4, $13 per doz. net; 
wood D-handle, No. 2, 36-in., $13.50. 
Hubbard, long handle, black, No. 
1500, $6; D-handle, No. 1600, $7.25. 
Massachusetts, black, D-handle or 
long handle, $11.39. 


DUST PANS.—Among the many items 
that will be needed by the housewife 
this spring, which the average retail 
dealer will endeavor to supply, dust 
pans are selling about as well as any- 
thing, say jobbers. Demand runs 
largely to the better class of stock. 
m2 


Dust Pans.—No. 0. $2 
net; No. 601, $6. 


FENCING, GUARD, GATES.—Indica- 
tions strongly suggest one of the best 
years in fencing, guard and gates that 
jobbers have had in years. Fencing is 
selling particularly well. 


We from Boston 
stocks: 

Fencing. — Cyclone 
bed guard, etc., from 
cent discount Direct 
per cent discount, f.o.b. 
gan, Iii. 

Gates. 
per cent discount. 
53 per cent discount f.o.b. 
ll 


quote from Boston jobbers’ 


per doz., 


quote jobbers’ 
fencing, flower 

store, 45 per 
shipments, 
Wauke- 


Cyclone, from store, 40 
Direct shipments, 
Waukegan, 


-- 
che? 


Guard.—Flower bed guard, 45 per 
cent discount: trellis, 45 per cent dis- 





count. 
FREEZERS. ‘rs continue to se- 
cure forward freezer business. The 


average retail dealer, in ordering, is 
giving more thought to assortment than 
to quantity. 


We quote from Boston jobbers’ 
stocks: 

Freezers.— White Mountain, 1-qt., 
$4.85 list: 2-qt., $5.65; 3-qt., $6.75 
4-qt., $8.25: §-qt., $10.45; S. qt., $13.50 
10-qt., $18; 12-qt., $21.50; 15-at., 25 
20-at., $33.20; 25-qt., $42.60 

Arctic, l-qt., $4 list; 2-qt., $4.60; 
,-at $5.55; 4-qt., $6.80: 6-qt., $8.66: 
R-qt $11.10; 10-qt., $14.80; 12-qt., 
$16.65: 15-qt., $23.30: 20-qt., $30. 
Jobbers’ discount, 50 per cent from 
store or factory. 

Alaska, 1-qt., $2.95 list: 2-qt., $3.45; 
3-qt., $4.10; 4-qt., $5: 6-qt., $6.30: 
X-qt., $8.20; 10-qt., $10.75; 12- -qt.., $14: 
15-qt., $17 Discount, 20 and 10 per 
cent. 

Auto Vacuum, 1-qt., $5 list: 2-qt., 
$6; 3-qt., $8: 4-qt., $10. Discount, 


33% per cent. 
GALVANIZED WARE.—Although not 
really active, the galvanized ware mar- 
ket is more so than many other lines of 
hardware. At the moment buying is 
largely confined to such things as gar- 
bage cans, sifters, ash cans, 
strange to relate, refrigerator pans. 
We 
stocks: 
Pailis.—Galvanized, 12-qt., $5.10 per 
doz. net; 14-qt., 40 Ib. to the dozen, 


quote from Boston jobbers’ 


and | 
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$5.67; 14-qt., 50 Ib. to the dozen, 
$7.31. 

Tubs.—Wash No. 200, $15.44 per 
doz. net; No. 300, $17.25. 

Ash Cans.—No. 0180, $2.25 each 
net; No. 190, $4; No. 171, $3.50; No. 
181, $3.88. 

Sifters.— No. 19, $3.68; Favorite, $6; 
Rapid, $8.40; Success, with cover, 
$7.25; Triumph Rotary, in crates of 
two, $2.33 each. 

Garbage Cans.—Dover line, No. 
$1.05 each net; No. 2, $1.44; No. 1, 
$1.68. 2, $10.50; 


Underground, No. 
No. 3, $13. 


GARDEN TOOLS.—A sizable tonnage 
of garden tool business has already 
been booked by the Boston jobbing 
trade, but retailers, as a whole, have 
by no means covered their spring re- 
quirements. 


We quote 
stocks: 

Garden Tools.—Trowels, 6-in., gar- 
den, $1.32 per doz. net; florists’, $5. 25; 
transplanting, $1.50 and $2.50. Forks, 
No. 300, $3. 50; No. 40, $1.75. ti 


from Boston jobbers’ 


$4.32; weeders, 
LAWN ACCESSORIES.—A good for- 
ward business in lawn accessories has 
been booked by jobbers. The demand 
for lawn mowers and rubber hose is 
well in excess of last year. 


We quote from Boston jobbers’ 
stocks 

Lawn Mowers. —Colonial, 16-in., 
$8.25 each net; 18-in., $8. 63. New- 
port, 16-in., $7.75; fe in., $8.13. Im- 
perial, 14-in., $14; 16-in., $15; 18-in., 
$16; 20-in., $17. Competitive makes, 
14-in., $5.50; 16-in., 


Lawn Trimmers.—Popular makes, 
$15 each list. Discount, 50 per cent. 
Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 
Lawn Roller.—Water weighted, 18- 
diameter x 24 in. long, $13.34 each 
24-in. diameter x 24 in. long, 
$15.34. 


Sprinklers.—Lawn, fountain, $6 per 
doz. net; fountain, half circle, $5.50. 
Rain King, $2.34 each net. 

Lawn Rakes. — Wood, three-bow, 
$8.75 per doz. net; steel, $9. Two- 
bow wood, $6.90; steel $7.15. Hand- 
made rakes, three steel bows, 28 
teeth, $10 per doz. net. 

Hose.—%-in. stock: 
Si4c. per ft.: Pointer, 7%c.; 
%ce.;: Vickson, 10c.; Olympia, 
rood Luck, 10%c.: Bull Dog, 
Milo, 12c.: Vigelent, 10%4c 


MOPS.—Mops, for spring wants, con- 
tinue to sell well.. Demand does not 
appear to run to any one particular 
make or style, being general. 


We from soston jobbers’ 
stocks: 
Mops. 


Commercial 
Leader, 
10%c.; 

14c.; 


quote 


— without 


line, 
per 


O’Cedar 
handles. No. 3, $12 
No. 4, $8: No. 9, $8: No. 
16, $6. Dry duster, No. 9, $12: han- 
dies, $3 per doz. extra interchange- 
able: No. 1, $15 per doz. list: No. 2, 
$21: No. 5, $15: No. 6, $21. Floor, No. 
22, $2 each. Hand, No. 44, $6 per 
doz. Clothes No. 51, $4.20 doz. Dis- 
count, 3314 per cent 

Cotton Mops. — Eureka line, 9-lb. 
twine, $4.15 per doz.; 12-lb. twine, 
$5.50. 

SCREWS.—Jobbers have received new 

lists from manufacturers of wood 

screws showing a drop of 2% points, 
and have adjusted their prices accord- 
ingly. The drop, according to jobbers, 
is based on lower costs of raw material. 

The demand for wood screws has been 

fairly good, all things considered. That 

for machine screws is very good. No 
change in the price for the latter is 
anticipated here. 


We quote from Boston jobbers’ 
stocks: 

Wood Screws.—Flat head iron, 82% 
and 20 per cent discount; round head 
iron, 80 and 20 per cent discount: 
oval head iron, 80 and 20 per cent 
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discount; flat head brass, 80 and 
20 per cent discount; round head 
brass, 77% and 20 per cent discount; 
oval head brass, 77% and 20 per cent 
discount; flat head bronze metal, 75 
and 20 per cent discount; round head 
bronze metal, 72% and 20 per cent 
oa rages oval head bronze metal, 

2% and 20 per cent discount. 

Machine Screws, Etc. — Machine 
screws, flat and round, hex., Nos. l, 
2 and 3, 45 per cent discount; No. 4 
and larger, 50 and 10 per cent dis- 
count; fillister iron, Nos. and 3, 
40 per cent discount; No. 4 and 
larger, 45 per cent discount; flat and 
round head, brass, Nos. 2 and 3, 40 
per cent discount; No. 4 and larger, 
45 per cent discount; fillister brass, 
Nos. 2, 3, 4 and larger, 35 per cent 
discount; coach screws, 45 per cent 
discount; set screws, including head- 
less, 70 and 10 per cent discount; cap 
screws, square and hexagon, 70 and 
10 per cent discount; lag screws, 40 
per cent discount. 


STOVES.-—Perhaps no better evidence 
of the popularity of oil stoves this win- 
ter, as a result of the coal strike, can 
be found than a survey of the kerosene 
market. It will be noted the price of 
kerosene has been going steadily up- 
ward for some time. It would not do 
so unless the demand had increased ma- 
terially, and the demand would not in- 
crease materially unless more people 
than ever were using oil stoves. 


Prices to Retailers, f.o.b. Boston 


These are list prices. Dealers’ dis- 
counts are noted after each group. 


Oil Cook Stoves 


PERFECTION— 
FEO. Ce BS BROT. cc ccovceccesess $17.50 
eS CU i rae 22.50 
Te FOOT 28.50 
eR eT eer 39.50 


Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 
Bee. Ge BS 0.6 6 oc 6octvesees $17.50 
ee 22.50 
Pee, GES Bs occ cecescc cess 28.50 
a discounts same as Perfec- 
NESCO— 
a ee Be I, cc cticcrcanci $ 9.50 
ee; Se ab Pn cooencccesen 17.35 
a, Bee OB ec coves scocses 22.00 
oo, eee SD Be c oe cee cecces 28.00 
IO. Bab © BMG Rs cv ccccvvcces 39.50 
No. 1102 high shelf only....... 5.25 
No. 1103 high shelf only....... 6.50 
No. 1104 high shelf only....... 8.00 
No. 1105 high shelf only....... 9.75 
Nesco dealers’ discount, 30 and 5 
per cent. 
Ovens 
a ey 
» a 1 burner plain door...$2.50 
No 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door.. 6.00 
i Mn “otewilu onsite baad sar 6.15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door... .$5.25 


Dealer’s discount, 10 or more, 30 


and 5 per cent; less than 10, 30 per 
cent. 
i ae 

No 05 1 burner solid door... .$2.10 
No. 1 burner glass door.... 2.25 
No. 010 1 burner solid door.... 4.15 
No. 10 1 burner glass door.... 4.40 
No. 9020 2 burners solid door. 5.15 
No. 20 9 burners glass door... 5.40 
No. 030 2 burners solid door. 5.40 
No. 30 2 burners glass door... 5.70 

Dealer's discount, 30 and 5 per 
cent. 

Water Heaters 

i i eee iene weit $45.00 
Perfection No. 412...........08- 40.00 
eee Se” Gs 30 ode bh bawdede 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 

Wicks, Etc. 

Rockweave wicks, 25¢c each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


cook 
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Zinc Coated 
Lig » Key to Greater Screen Sales 


You are judged by the quality of products you sell. The 
success of your business depends upon your reputation for 
reliable goods. 

That is why “Apex Electro-Zinc Coated” is the most profit- 
able Wire Screen Cloth for you to stock. It gives depend- 
able service year in and year out. 


Zinc coated by a special electroplating process after weav- 
ing, Apex successfully withstands the ravages of rain, 
snow, hail, heat and cold. 










Leading dealers from coast to coast are recommending 
“Apex Electro-Zinc Coated” because it pays. It is a 
product of high standing that no hardware store can afford 
to be without. It will earn extra profits for you. Get the 
facts now! 


Distributed by Jobbers 


If your jobber cannot supply you, write us and 
we will give you the name of one who will. 


JOHN M. HART COMPANY 


Manager of sales for 
HANOVER WIRE CLOTH COMPANY 


Chicag> Seles — Factory: 


Chicago, Hanover, Pa. 
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HARDWARE AGE 


February 18, 1926 


Sales in Cleveland Show Increase— 


Few Price Changes ee 


(Cleveland office of HARDWARE AGE) 


USINESS of Cleveland hardware jobbers is showing some gain 
this month over January. Sales are reported as good if not 


a little better than at this time last year. 
incubators and some other lines of seasonable goods 


frigerators, 


Steel goods, re- 


show more life than for some time as many retailers who did not 
buy these goods in the late fall are now coming into the market. 


Nails and wire are more active than for some time. 


The demand 


for builders’ hardware continues very good. Retailers are looking 
for a good year in building work and are putting in good stocks. 

A few price changes are reported, but prices on several lines that 
prevailed last year have been reestablished for 1926. Automobile 


tires have been reduced 10 per cent. 


Lines on which prices have 


been reaffirmed include game traps, snow shovels and stove boards. 
Coal hods have been slightly reduced and some lines of poultry 


supplies are a little higher. 


Collections are not quite as good as 


they have been, but are still fair. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—A 10 per cent reduction on 
tires and tubes has been announced by 
the leading manufacturers and placed 
in effect by jobbers. This price cut, 
however, has not stimulated buying. 
Retailers generally are buying only to 
fill in stocks. However, some spring 
shipment business is coming out. 


jobbers’ stocks, 
Falls, No. 


from 
Millers 


quote 
b. Clevel und: 
jacks, $4.75: Re liable jacks, No. 
” 93. 33; No. 2, $3.33 in lots vf 13: 
Derf spark plugs, 96c each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for less 
than 100 and 41c. each for over 100; 
Champion regular, 53c. each for less 
than 100, all sizes; 50c, each a over 
100; Reliable jacks, No. 00, $1; No. 1, 
$1.25: Nos. 2 and 3, $1.7 iD. 


AXES.—There is little call for these 
present. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.: double bitted, handled, $24.50 
per doz.;: double bitted, unhandled, 
$20 per doz.: 60c. 


increase for dozen 
lots weighing 42 to 48 Ib. 


and similar 
advance for each 6 Ib. additional 
weight increase. 


A) 


| 
t | 
| 
| 
| 


next fall delivery. 


BATTERIES.—The demand for storage | 


batteries for radio sets continues quite | 
active. There is little call for dry cell | 


batteries, as dealers stocked up before 


the recent price advance. 


Cleveland: 


Jobbers quote f.o.b. 
$1.30 each for 


No. 766 B batteries, 


unit packages and $1.40 for small 
ots, 
Eveready B batteries, No. 486, 


3.58 each for unit packages and $3.85 


each for smaller lots. 
No. 6 ignition type dry cell bat- 
teries, 32c. each. 
BINDER TWINE.—The demand is 


Prices are firm. 
first grade 


fairly steady. 
Cleveland jobbers quote 


binder twine at $6.98% per bale, 50-Ib. 
gross f.o.b. Cleveland and $6.87% 
f.o.b. Chicago or Auburn, N. Y. 


BOLTS AND NUTS.—Retailers are 
placing orders fairly freely for replen- 
ishing stocks and the demand shows an 
improvement over a few weeks ago. 
Prices are firm. 


Jobbers quote f.o.b. Cleveland: 


more lively than for some time. 


‘bolts, cut threads, 
cent o list; small 
60 and 5 per cent off 





Large mac achine 
50 and 10 per 
rolled threads, 


~— 


list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
list: small rivets, 65 and 5 per cent 
off list. 


CORRUGATED ROOFING.—This has 
not commenced to move much for spring 


shipment. 

| Cleveland jobbers quote for the 
first quarter delivery No. 28-gage 
corrugated roofing at $4.34 per 
square, f.o.b. Pittsburgh. 


|/EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales are light and prices are 
unchanged. 


Cleveland jobbers quote § eaves 
trough and conductor pipe at 77 per 
cent off list in crate lots delivered. 


(;AME TRAPS.—tThe prices that pre- 
vailed the past season have been re- 
established for next season, and jobbers 
have already booked a few orders for 


Cleveland: 


Jobbers quote f.o.b. 

Victor game traps, No. 0, $1.10 per 
doz.; No. 1, $1.38 per Ty No. 1%, 
$2.44 per doz.; No. 2, $3. 36 per doz.; 
(neida jump traps, No. $1.59 per 
doz.;: No. 1, .83 per doz., No 1 
$2 83 per doz.; No. 2, $4. 38 pe r doz. 


GLASS BAKING WARE.—A good vol- 
ume of fill in business is being placed. 


Jobbers quote f.o.b. Cleveland: 


Casseroles, round or oval, 1-qt., 
$1.17; 2-qt., $1.33; 2%-qt., $1.66; 
square, $1.50; casserole with fancy 
covers, 35c. higher. 

Pie Plates, 8-in., 50c.; 9-in., 60c.; 
10-in., 67c. 

a Pans, No. 212, 60¢.; No. 214, 

"Utility Dishes, No. 231, 67c.: No. 
9 32, $1 17 

cups, $1.67; 4 cups, $2; 


Tea Pots, 2 

6 cups, $2.33. 
-HANDLES.—The market is a little 
Most 
orders for steel goods are accompanied 
by orders for handles. 


Jobbers quote f.o.b. Cleveland: 


Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 


special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer WHandles.— 
No. 7, 90c. per doz.; finest growth 





hickory, $1.50. 


Reading matter continued on page 62 
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, $3.75 
: ’ pent, 
10 per 


Hay Fork’ Handles. 
chudhed and bored, XX, 


.; X bent, 4% ft., $2.90 per doz.; 
$3.20 per doz. 

Manure Fork Handiles.—Bent, XX, 
4 ft., ; 4% ft., $4.25 per 
ft., $2.80 per doz.; 
4l, $2.90 per doz. 

Garden Hoe Handies.—XX, 4% ft., 
- .30 per doz.; No. 1, 4% ft., $1. 50 per 

OZ. 

sorsen Rake Handles.—XX, 6 ft., 

No. 1, $2.65 per doz. 
Fa, — Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% ft., 
$3.75 per doz.; D handle, $5.60 per 


doz. 
P Spade Handies.—X grade, $5.40 per 
OZ. 


INCUBATORS AND BROODERS.— 
With the hatching season starting 
erders for incubators and brooders are 
coming out in very satisfactory volume. 


Cleveland jobbers quote incubators 
and brooders at 30 per cent off list 
for warehouse shipment and 35 per 
cent off list for factory shipment. 


MACHINE SCREWS.—These are sell- 
ing fairly well and prices are firm. 


Cleveland jobbers quote machine 
screws at 80 per cent off list for iron 
and 75 per cent off list for brass 
screws. 

NAILS AND WIRE.—The demand has 
improved considerably this month. Job- 
bers report a good volume of mill ship- 
ment orders from retail dealers. The 
trade appears to be rounding out its 
stocks for spring. 

Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
and $2.90 per keg for less than car 
lots. 

Jobbers 
stocks: 

Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3. 45 per 


re es No. 9 annealed wire, $3 per 
b.: cement coated nails, $2. 40 per 


quote as follows from 


100 ih: be: aly fence staples, $3.70 
per 100 1 prousee fence staples, 
$3.95 per 100 Ilb.; miscellaneous nails 


— wire aee 70 and 10 per cent off 
ist. 

Barbed Wire.—S0-rod spools, Yy- 
man, 4 point cattle wire, $3.25; same 
hog wire, $3.50; American special hog 
wire, $2.5 50 


PAINTS AND OILS.—The linseed oil 
market is weak and turpentine has also 
declined. A fair volume of business in 
painters’ supplies is being placed for 
spring shipment. 


Mixed paints, regular shades, best 


grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 gal. 
Cans. 


$1.25; less than 


$1.05; 


Turventine in bbls., 
bbl., $1.40 per gal. 


Linseed oil in bbls., less than 


bbl., $1.20. Soiled, 3c, extra per gal. 
White lead, in 100-Ib. kegs, 15\4c. 
per lb.; in 50 and 25-lb. kegs; 15%c. 
per Ilb.; in 12%-lb. kegs, 15%c. per 
lb.; in 500-Ib. lots, 10 per cent dis- 
count: other prices are net. 


PIPE NIPPLES.—Several manufactur- 
ers have announced a 20 per cent price 
advance on wrought iron pipe nipples. 
Prices have been very irregular for 
some time, and this reported advance 
appears to be an attempt to stabilize 
the market. 


POULTRY NETTING AND WIRE 

CLOTH.—The demand is very slow, as 

most of the retailers have covered. 
Cleveland poultry 


jobbers quote 
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THE PIONEER HARDWARE HOUSE OF OKLAHOMA 
TWENTY FIVE YEARS OF CONTINUOUS SERVICE 


Oklahoma ity. 1LSA. 


June 13th, 1925. 






“ som eal . * ? is ‘ 
25-27-20~-3) EAST CALIFORNIA STREET 


Mre Pe As Lamm, Rep. 
Richards & Wilcox Mfg. Co., 


Dear lire Lamm: 


.. If all the menitashuceta lines that 
we carry in stock in this department was as 
Satisfactory, from the point of turn-over and 
profit as Richards & Wilcox, we could make 
this firm rich in 5 years times 


I know you will be very glad to receive 
@ letter of this kind. 


Yours truly, 


OXKLAHOWA = CIT, 








{27] 
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netting at 50 and 74% per cent off list; 
galvanized before weaving, 50 and 10 
and 7% per cent off list; wire cloth, 
blask, $1.85 per 100 sq. ft.; galva- 
nized, $2.05 to $2.10 per 100 sq. ft. 


POULTRY SUPPLIES.—Retailers are 
now stocking up with poultry supplies, 
and the demand is fairly heavy. Price 
advances have been made on a number 
of items. 


Cleveland jobbers quote as follows: 
mage fountains, 2 gal., $18. 75 per 
oz.; 3 gal., $24 per doz.; gal. 
son 50: Feed troughs, Delphos, No. 12. 
$1.60 per doz.; No. 18, $2 per doz.: 
No. 24, $2.50 per doz. Delphos cylin- 
drical feed troughs, $8 per doz. All 
Round drinking fountains, $4.40 per 
doz.; Mason jar fountains, Star type 
without jar, 80c. per doz.; 1 qt., bot- 
tom fill, $2.50 per doz.; 2 qt., $3.15 
per doz.; 4 qt., $3.75 per doz. Leg 
bands, American size, $3.10 per thou- 
sand; Mediterranean, $2.85 per thou- 
sand; aluminum leg bands, $3 per 

thousand. 
ROLLER SKATES.—Sales are still 
very good for early spring shipment. 
Prices are firm. 
We quote from 


jobbers’ stocks, 


HARDWARE AGE 


REFRIGERATORS.—Retailers who did 
not place orders last fall are showing 
more interest in the market now and 
jobber sales have gained considerably. 
SLEDS.—A fair amount of business for 
fall shipment in sleds has sprung up 
since the recent announcement that last 
season’s prices would remain in effect 
this year. 


Cleveland jobbers quote sleds as 
follows: Flexible Flyers, 33% per cent 
off list f.o.b. Cleveland, and 35 per 
cent off list f.o.b. factory. Lightning 
Guider, 32-in., $12.50 per doz.; 34-in., 
$14.25 per doz.: 36-in., 


doz.; 40-in., $18.40 -i 
$22.25 per doz.; 58-in., $26. 15 3 per doz. 


STEEL SHEETS.—The market has de- 
veloped weakness, with the mills shad- 
ing recent prices about $2 a ton, but 
jobbers’ prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: 
Galvanized sheets, 28 gage, $5.10 


per 100 Ib. 


STOVE ACCESSORIES.—Stove pipe is 
in good demand. New prices are out on 
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$4.75 per doz., for open models; 18-in., 
$5.30 per doz.; 17-in., closed with fun- 
nel, $6 per doz. 


Jobbers quote f.o.b. factory: Stove 
pipe in crates of 25 — | «eg 
blued 28 gage 3-in., $2.85; 4-in., $3; 
5-in., $3.46; 7-in., $4.05. 

Elbows, Security blued, corrugated, 
28 gage, 3 in., $1.02; 4 in., $1.14; 5 
in., $1.26; 6-in., $1.38; 7 in., $1.88; ‘all 
per dozen. 

Stove boards in full box lots, paper 
lined, square, 26 in., .35 per doz.; 
28 in., $8.30; 30 in., $9.70; 32 in., 
$11.45; same, wood lined, 24 in 
11.20 per doz.; 26 in., $13. 25; 28 in., 
15.50; 30 in., $18, and 


ae 
ee 
ro 


in., $15.10; 24 x 26 in., $16.65; oblong 
paper lined, 18 x 24 in., $6.45; 
in., vs: 20 x 30 in., $9. 45; 24 x 36 in., 


$10.1 
SNOW. SHOVELS.—Some manufactur- 
ers have announced that prices are go- 
ing up, but at least some jobbers have 
been able to place contracts for the 
coming season at the old prices, and 
these jobbers have placed in effect the 
same prices that they were quoting last 
year. 





f.o.b. Cleveland: 
Union skates, No. 4 and 5, $1.42 


per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 


ROPE.—A fair amount of business is 
being booked for spring shipment. 
Prices are firm. 





year. 


coal hods for this year. 
somewhat lower than last year. 
board manufacturers have announced 36 
that last year’s prices will prevail this 
Coal hods, galvanized, 17-in., 


These are 
Stove 


We quote, f.o.b. Cleveland, No. 35 
galvanized double Owosso 
snow shovels, $17.50 per doz.; No. 
double handled wood shovel, $13 
per doz.: No. 34 galvanized single 
handled, $10.50 per doz.; No. 33 single 
handled galvanized, $10 per doz. 








Glassware and Percolators Make Attractive 
Window Displays 


LASS cooking utensils, percolators and trays 

make attractive and appropriate window dis- 

plays at any season of the year. An illustration 
of a well-balanced window display in which these 
articles are grouped accompanies this article. It was 
arranged by Arthur Nungesser, 501 Clinton Avenue, 
Newark, N. J. A display of this type is seasonable 
at any time of the year, but especially in June and 
December. 

Many hardware merchants throughout the country, 
while listing these items under the general classifica- 
tion of housefurnishing goods, endeavor to feature 
them prominently as a special group during June, 
when many young couples marry and start homes of 
their own. Few things sold by the modern hardware 
store are more appropriate as gifts for the June 
bride than the articles shown in the accompanying 
illustration of the Nungesser window display. And 
there are few brides about to start housekeeping who 
would not appreciate a set of glass cooking utensils, 
a percolator or a tray, or a chaffing dish or an electric 
toaster. 

While window displays of this general lay-out are 
popular in June, they are also frequently used during 
December. All of the different articles shown are 
suitable as Christmas gifts. They are pleasing to 
the eye, and at the same time they are gifts of utility, 
which people everywhere are beginning to favor more 
and more each year. Furthermore, these articles have 
the additional merit, from the point of view of the 
person selecting a gift, of being fairly reasonable 
in price. That, probably more than anything else, 
has been responsible for the increase of demand for 





oe ee ee esi lena 


An attractive glassware and percolator window display 

in the retail hardware store of Arthur Nungesser, at 

Newark, N. J. While a display of these goods is prac- 

tical at any time of the year, this store makes a specialty 
of displaying them in June and December 


articles which are now generally described as gifts 
of utility. 

During the off-seasons, that is, when general sea- 
sonal business is somewhat slack, dealers in different 
parts of the country have found it not only practicable, 
but profitable to hold special sales in these articles. 
There are quite a number of persons who buy articles 
similar to these as gifts, who seldom think of pur- 
chasing anything in this grouping for themselves. 


Reading matter continued on page 64 
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Grebe 


**Colortone’’ 


Flexible Unit Control 


150 240 
meters meters 





Gf ed 
| ae. a 





from 550 down to 240 meters—equals 


down to 150 meters. 


and 


Circuits 


It 1s written: 


‘Just scales and full 
measure injure no 
man.”’ 


Full measure in qual- 
ity and just treatment 
of all have built a rep- 
utation that is the 
envy of others. 





All Grebe apparatus is 
covered by patents 
granted pending. 
































The high-wave reception range of the Grebe dial (B)— 


the practical 


tuning range of the usual receiver. The low-wave range 
of the Grebe dial (A) provides additional reception 


Grebe 


Binocular Coils 
Reg. U.S. Pat. Off. 


Low-wave 
Extension 






The Synchrophase is 
with 


also supplied 
tery 
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No Price-Cutting 
—No “Unloading” 


REBE never has and never will cut prices. 
Nor will this be permitted on the part 
of dealers. 


Grebe never has “‘unloaded”’ and never will. 
We protect the dealer absolutely. 


For these and other reasons, as well as on 
account of rigidly maintained quality, Grebe 
retailers can build trade and reputation. The 
Grebe Synchrophase has outstanding selling 
points, due to exclusive Grebe developments, 
which account for its remarkable reception. 
It sells readily and stays sold without profit- 
reducing servicing. 


Write for full information. 


A. H. Grebe & Co., Inc., 109 West 57th St., New York 


Factory: Richmond Hill, N. Y. 
Western Branch: 443 So. San Pedro St., Los Angeles, Cal. 


This company owns und oper- 
ates stations WAHG and 
WBOQ; also low-wave re- 
broadcasting stations, mobile 
WGMU and marine WRMU. 








ROPHIAS 











i 


TRADE MARK REG. U.S. PAT. OFF. 





























64 


HARDWARE AGE 


February 18, 1926 


Severe Weather Retards Pittsburgh Sales— 
No Important Price Changes Noted 


NLY the old timers recall a winter of greater snowfall than 

the present one and it is taking its toll of hardware business. 

It is hard for jobbers’ salesmen to reach their customers and 

it is difficult, especially in the country districts for buyers to reach 
the stores, while getting goods from the railroad stations is beset 
with hardships that make it advisable to hold up shipments. 
however, are merely seasonal conditions and at best only temporary. 


As soon as the weather opens up, 


will be released and with the sun daily getting higher, the periods of 
bad weather must necessarily become briefer. 
brought out no important price changes. 
is firm and the common expectation is that prices will not change 
much during the first half of this year. 

on business affects collections to some extent. 
AUTOMOBILE ACCESSORIES.—Very | ne 


tire | 


brisk demand is reported for 


chains, because there has been pretty | 


constant snowfall throughout the win- 
ter. In other directions, business is not 
particularly active. Jobbers are show- 
ing new articles. Motor meters of im- 
proved design in the higher-priced ones 
are being shown at unchanged prices 
and some new horns also feature the 
displays. 


Prices from jobbers’ stocks, f.o.b. 
Pittsburgh, follow: 

Spark Plugs.—A. C. plugs, lots of 
less than 10, 65c. each: lots of 10 to 
49, 58c.: lots of 50 to 99, 55¢.; lots of 
100 to 500, 57c.; lots of 300 or more, 
47c.; A. C. plugs, No. 1075, for Ford 
cars, lots of less than 10, 49c.: lots 
of 10 to 49, 44c.; lots of 50 to 99, 42c.: 
lots of 100 to 200, 39c.: lots 300 or 


more, 37c. 

Motor Meters. — Standard makes, 
lots of less than 10, 25 per cent off 
list; lots of 10 to 19, 30 per cent off 
list; lots of 20 or more, 37 per cent 
off list. 

Horns.—Spartons, single lots, 33% 
per cent off list; $60 list and over, 
40 per cent off list: $90 list and over, 
40 and 5 off iist. 


Windshield Cleaners.—Trico, uni- 


versal automatic cleaners, $3. 25 e ach. 
Jacks.—Millers Falls, No. 145, $3.75 
each. 
Pumps.—Anthony line, $2,20 each. 


CHAINS.—Single pairs 30 per cent off 
list; lots of 10 to 50 pairs 35 per cent off 
list, lots of 50 pairs and over 40 per 
cent off list. 

AUTOMOBILE TIRES AND TUBES. 
—Recent reduction in prices by the 
United States Rubber Co. has been 
followed by other manufacturers. Deal- 
ers’ prices on makes of tires handled 
by the hardware trade follow: 

Fabric Tires. 


Size Non-Skid Tubes 
Fabric Grey 
Ox 3c $7.80 $1.80 
x 3% Cl 8.90 2.05 
Cord Tires. 
Heavy 
Size Regular Duty Grey Tan 
Cord Cord Tubes Tubes 
30 x3 Cl $10.40 $1.80 $2.35 
30x x3%Cl $9.95 13.50 2.05 2.50 
30x 3% SS. 11.85 15.75 
32x3%S.S. 17.30 2.45 3.00 
31x 4S8S.S. 15.50 18.70 3.00 3.70 
32x4S8S.S 17.15 21.40 3.20 3.75 
33x 458.S. 17.75 22.05 3.25 3.80 
34x4S.S. 18.50 22.75 3.30 4.00 
32x 4% S.S. 28.10 4.30 
33x 4% S.S. 28.90 4.40 
o4x4%S58.S. 29.55 4.60 


(Pittsburgh office of HARDWARE AGE) 


These, 


a good deal of banked up business 


The past week has 
The market as a whole 


The weather embargo 





Cord Tires. 


Heavy 
Size Regular Duty Grey Tan 
Cord Cord Tubes Tubes 
35 x 4144 3.5. $30.40 $4.65 
36x 4% S.5. 31.20 4.85 
| 30 X5S.S. 37.60 5.65 
35 x5 S.S. 39.00 6.05 
| Truck Cords. 
| Size Tan Tubes 
| $2x4% 85.5 $4.30 
33x4% 36.25 4.40 
34x 4% 37.15 4.60 
| 30x 5 42.00 5.15 
| 33x5 45.30 5.65 
34 x5 46.45 5.75 
35 x 5 47.60 6.05 
32x 6 71.85 9.65 
36x 6 T9.85 10.90 
34x 7 106.05 13.25 
38 x 7 118.00 14.75 
40 x8 152.50 17.75 


Balloon Tires. 
To fit 20 in.-21 in.-22 in.-23 in. Rims. 





| Grey 

Ply Casings Tubes 

| 29x 4.40-21 in 4 $14.20 $2.95 

| 29 x 4.75-20 in { 18.40 3.55 

| 30x 4.75-21 in { 19.15 3.70 

29 x 4.95-20 in 4 21.05 3.70 

30 x 4.95-21 in 4 21.75 3.75 

31 x 4.95-22 in 4 22.40 3.80 

30 x 5.25-20 in 4 24.10 4.00 

31 x 5.25-21 in 4 24.85 4.10 

30 x 5.77-20 in 6 31.755 4.70 

32 x 5.77-22 in 6 33.75 4.85 

33 x 5.77-23 in 6 34.85 4.90 

33 x 6.00-21 in 6 33.75 5.70 

32 x 6.20-20 in 6 36.50 6.25 

33 x 6.20-21 in 6 38.10 6.55 

33 Xx 6.7 75-21 in 6 42.05 6.70 

34 x 7.30-20 in. 6 47.55 7.60 
ALARM CLOCKS.—Very fair demand 
is reported locally and jobbers find that 
on some of the popular types, makers 
are not making as prompt deliveries 








as they did a short time ago. 


Jobbers quote: 


Westclox line, America, $1.05 each: 


Blackbird, $1.76: Sleepmeter, $1.40; 
Jack O’Lantern, $2.10; Big Ben, 
$2.29: Big Ben luminous, $3.16; Baby 
Ben $2.20; Baby Ben luminous, 
$3.16 Pocket Be n, $1.00: Glow Ben, 
$1.58. 
ASH SIFTERS.—tThere is a_ very 





steady demand for this line, although 
with so much natural gas and soft coal 
used in this part of the country, there 
is not the call there is in the hard coal 











consuming’ districts, where sifting. 
/means a saving. 

Jobbers quote: 

No. 75 black steel, $3 per doz.; No. 





i 
| 100, $4.80; galvanized steel, $6. 
| AXES.—Prices are holding at levels 
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first established several months ago. 
The demand is fair for small lots. 


We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes 
base group (3 to 3% Ib. or lighter) 
single bit, $14 per doz.; double bit, 
60c. per doz. advance over base, $19; 
No. 2 group (oA. 
group (4% to 4% Ib.), 

No, 4 group (4% to 5% Ib.) $1.80 over 


base: handled axes, base group, single 
bit, $18.2 5 per doz.; double bit, $23.25 
per doz. 


BATTERIES.—Demand for batteries 
for radio sets maintains a very steady 
pace and a good turnover is reported. 
For other uses, the demand is not ex- 


ceptional. 
Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
Each Each 
No. 763 $1.05 $0.97 
a aes 1.22 1.14 
EE fn a aa 1.32 1.22 
ee 1.40 1.30 
“Me Cae cere o 2.62 2.44 
a... Ce” weeewue nee 2.62 2.44 
| eae 3.33 3.00 
a : ee 42 .39 
Se: 2a, .40 .oD 


No. 6 dry cells, ignition type, unit 


packages, 32c. each; broken, 36c. 
Fliashlight.—No. 935, 9144c. each; 
No. 950, 108: - No. 790, 22c.; No. 
705, 21lec.; No. 750, 18¢.; No. 751, 
“tot Shot. — No. 1461, $1.70; No. 
1662, $2.35. 


BICYCLE TIRES AND TUBES.—The 
decline in prices of automobile tires 
and tubes has not yet extended to bi- 
cycle tires and tubes. Demands are 


moderate. 


Jobbers quote: 

White Knight tires at $3.50 per 
pair and inner tubes at $8.40 a doz. 
for the best grade and $7 a doz. for 
the second grade. 


BOLTS, NUTS AND RIVETS.—No 
special change is noted in these items, 
prices holding just where they have 
been for fully a year, while the sta- 
bility in prices and the lack of signs of 
any immediate change encourages buy- 
ers to take hold only in keeping with 
their real requirements. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list: car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3.35c. off list, c.p.c. 
and t. blank or tapped, 3.35c. off list: 
rivets, small wagon and tinners’, 60 
per cent off list. 


BRUSHES.—A lively interest is noted 
in brushes for cleaning and painting 
and except for such interference as is 
set up by weather conditions, ship- 
ments are good. Prices vary too widely 
to be readily quotable. 


CEL-O GLASS. — Introduction of this 
product is progressing and jobbers 
are getting a good many inquiries and 
are effecting a fair number of sales. 
It promises to be a good seller this 
spring because of its usefulness as a 
plant protector. Jobbers are quoting it 
at 12% per sq. ft. 
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You 














haven’t time to deliver a lecture 


Griswold Waffle Irons are already half 
sold when you buy them. Just the name 
Griswold is half enough to make a sale. The 
other half is the utensil itself. Sturdy. . . 
simply constructed . sure to hold the 
right heat the right length of time. You don’t 
have to argue the virtues of these irons. Just 
tell your customers, “This is a Griswold.” 
They know that waffles don’t stick in the 
Griswold Waffle Iron. Waffles get done clear 
through—come out perfect every time. 





REG. U. S&S. 
PAT. OFF. 


GRISWOLD 


Women have been reading about this again 
and again in magazines of national circulation. 
All you do is remind them. Now they want 
to see Griswold Waffle Irons and choose the 
style they want. There are plain or heart- 
star designs, high or low frames, cast iron 
or cast aluminum. Also electric waffle bakers. 
Better stock with each kind. We'll send dis- 
play stands free with your order. Order from 
your jobber, or write us for bulletins and 
prices. 


THE GriswoL_p Mec. Co. 
Erie, Penna., @). S. A. 


Makers of Extra Finished ( ooking Utensils in Cast 
Iron and Aluminum, Waffle Irons, Food Choppers, Re- 
versible Stove and Furnace Pipe Dampers, Fruit Presses, 
Mail Boxes, Bolo and other Portable Bake Ovens, Gas 
Hot Plates and Electric Waffle Bakers. 


The LineThat’s Fine at Cooking Time 
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COMMUNITY WARE.—Jobbers have 
announced new prices based on the re- 
cent wholesale advance. They now 
quote: 

Spoons, $4.68 per doz.; tablespoons, 
$9.36 per doz.; Knives and forks, the 
knives with stainless steel blades, 
at $13.50 per set of six knives and 
six forks. 


GARDEN IMPLEMENTS.—Very fair 
movement against spring order is noted 
in tools and other garden accessories 
are beginning to move with greater 
freedom. Jobbers quote: 

Tools.—Manure forks, first quality, 


long handled, $15.25 per doz.; wed 
garden rakes, 14-tooth, $9 per doz.; 
spading forks, $10.80 to $21.00 per 


haying forks, 3-tine, first qual- 


ity, German hoes, 
No. 3-0, $7.20 per doz. 

Hose.—In 250-ft. reels, % in., 972C. 
to 16c. per ft.; % in., 10%. to llc.; 
¥% in., 11%c. to 12c.; Gem spray noz- 
zles, $6. 80 a doz. 

Sprinkling Cans.—4-qt., 
6-qt., $6.60; 8-qt., $7.50; 
12-qt., $10; 16-qt., $12.60. 


GALVANIZED WARE. — Shipments 
against spring orders are increasing. 
The mill prices of galvanized sheets 
have eased off slightly in the past few 
weeks, but present prices of the ware 
are based on a lower market for the 
sheet steel than has lately ruled. Job- 
bers quote: 
Washtubs.—With 


doz. ; 
$12.76 oy doz. ;: 


$6 per doz.; 
10-qt., $8.10; 


wringer attach- 
No. 23, 


ment, No. 22, $8.50 per doz., 
$10.00; without wringer attachments, 
No. 2, $7.75, No. 3, $9.00. 
Pails.—Water, 12 qt., $2.65 per 
doz.; 14 qt., $3; fire, 12 qt., $4; ce- 
ment, 14 ait $10; chamber, 10 at., 
$7.20; 12 . $8; well buckets, 10 at., 
$4.50. 
a Pans.—No. 2, $4.50 


per doz.; No. 3, $6; No. 4, $7.50. 
Garbage Cans.—Cans with lids, Se- 


curity, No. 1, $3 each; No. 2, $3.50: 
No. 3, $4; Hercules, No. 171, $3; No. 
181, $3. 25; No. 191, $3.60. 


INCUBATORS AND BROODERS.— 
Demand is active, as usual at this time 
of year and there is a very free turn- 
over. 


Jobbers quote subject to the reg- 
ular trade discount of 30 per cent. 
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Incubators.—No. 14E, $16.50; No. 


16E, —" No. 17E, $36. 75; turning 
trays, No. 1, $7.50 per set; No. Z, $9; 
No. 3, S12: "No. 4, $15; No. 5, $20; 
brooders, blue flame, $17.50 to $22.50; 
portable, $11.75 to $19; coal burning, 
$21.50 to $30. 

PAINTING SUPPLIES.—A fairly 


large amount of spring business is be- 
ing placed, but seemingly, there is not 
the tendency to carry as big a stock 
this year as was the case last year. 
Current demands are very moderate. 
Turpentine, with an advance of 2c. per 
gal., presents the only change in prices 
since a week ago. 

Prices to retailers: 

Ready mixed paints, best ee: 
$3.10 per gal.; lower grades, $2.5 
white lead, 15%c. per Ib. in 100- +4 
lots, 10 per cent less in lots of 500 


lb. or more and an extra 5 per cent 
less in lots of a ton or more; turpen- 


tine, $1.16 per gal. in barrel lots: 
linseed oil, 12.8c. per Ib. in barrel 
lots. 

POULTRY NETTING.—Demands are 


expanding as the spring approaches 
and except for weather interference 
with shipments, the movement from 
jobbers’ stocks is good. Galvanized 
netting is quotated at 50, 10 and 10 per 
cent off list before and 50 and 10 per 
cent off list after weaving. 


SCREEN WIRE CLOTH.—Jobbers’ 
prices are a little stiffer than they were 
a short time ago, as there has been an 
abatement of the price competition, 
which brought about a very narrow 
margin between mill and resale prices. 
Jobbers now quote: 
Black, $1.80 to $1.85, base, per 100 
sq. ft.; bronze, $5.75. 

SHEET METAL.—Copper has been ad- 
vanced 4c. per lb. in keeping the ad- 
vance in the primary market. No 
change is noted in sheet zinc. Business 
is fairly good for the time of year, 
with more activity looked for with open 
weather. 


We quote sheet copper at 22%c. per 
lb. from jobbers’ stocks in lots of 
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300 lb. or more and 26%c. per Ib. in 
single sheets; sheet zinc, 14c. per 
lb. in loose sheets; 13c. in 100 Ib. 
casks; 12%c. in 300 lb. casks and 
12%c. in 600 lb. casks. 
TIN AND TERNE PLATE.—Current 
demands are moderate, but a good deal 
of future business is being booked. 


Pittsburgh warehouse prices: 
ee ternes, t_™ oe We x 28- 
$13.90 per pkg.; 20-lb. I. $19; 
5-Ib., $21; 30-Ib $0.50; 40- Ib. > os 
$05. 25; Follansbee forge roofing, 
$25.75; furnace plate, I. C. L. 20 x 28- 
in., $13.50 per box of 112 sheets: 
Lx L., $15.50. 
WIRE, NAILS AND FENCE.—Not 
much activity is reported in nails, wire 
or fence by local jobbers, who, however, 
believe that with more open weather, 
there will be large demands. Mill prices 
are holding very steady, despite the 
fact that demands upon the manufac- 
turers have not reached the proportions 
they were expected to and in anticipa- 
tion of which mill stocks were built 
up. Supplies are so readily had that 
there is not much tendency to buy 
beyond early requirements. 
We quote from Pittsburgh jobbers’ 


stocks: 
Fence Wire: 

(per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage. “oo 00 $3.45 
SUE irvine dt eckilawtemats 05 3.50 
fe are et 3.55 
i ME tecnerepbeewese 3.15 3.65 
Da Sstoseueueedaes 3.25 3.80 
Dt 06 ..eateundocwd 3.35 4.00 
SS RR eer 3.55 4.30 
ie 3.75 4.50 

Barbed wire (per 80-rod spool): 
Ce <..ncteksesees sae $3.01 
DT Hi 6 ceecdeiewuxeddoben 3.22 
De re <césewanece eens ewe 3.22 
DE CM -ctccteccnedasnesenenes 3.48 
2-point por ee 2.28 

Field: Woven wire fence (per 100 
rods): 
| err a, ee $39.00 
Dt us esnennd 6asasananedons 54.75 

Poultry: 

EE i oe eG a tee eee 35.60 
‘Ee ere 43.00 
DE ates <deeavnsns sdeonwes 48.50 


Bright nails base per keg, $2.95 to 
$3.00. 








Coming Hardware Conventions 


AMBRICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Atlanta-Biltmore 
Hotel, Atlanta, Ga., May 4, 5, 6, 7, 

F. D. Mitchell, secretary-treasurer, 1819 


Broadway, New York City. 


AMERICAN IRON, STEEL AND Heavy HARD- 
WARE ASSOCIATION CONVENTION, Ambassador 
Hotel, Atlantic City, N. J., May 25, 26, 27, 
1926. . James Fernley, secretary, 505 
Arch Street, Philadelphia, Pa 

ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION Cooreeereaent Little Rock, Ark., May, 
1926. L. P. Biggs, secretary, 815 Southern 
Trust Building, eFittle Rock. 


CALIFORNIA RETAIL HARDWARE & IM 
MENT ASSOCIATION CONVENTION, 
Whitcomb, — Francisco, March 
18, 1926 Roy Smith, secretary, 
Market St., , =. Pranciece. 


CONNECTICUT RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Hotel peat. Hartford, 
Conn., Feb. 18, 19 a y Henry S. Hitch- 
cock, ‘secretary, Woodb 

oe plane oe THE CAROLINAS 

ONVENTION AND EXHIBITION, Raleigh, N. C., 
a 8, 9, 10, 1926. A. R. Craig, secretary, 
717 Commercial Bank Building, Charlotte, 


PLE- 
Hotel 
16, 17, 
112 


ILLINOIS RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hote] Sher- 
man, Chicago, Feb. 16, 17, 18, 1926. Leon 
D. Nish, secretary, Elgin. 





MINNESOTA RETAIL HAarRDW 
TION CONVENTION, St. Paul, Feb. 16. TT. 18, 
19, 1926. C. H. "Casey, secretary, ‘Nicollet 
a and Twenty-fourth Street, Minne- 
apolis. 


MISSISSIPPI RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION, Biloxi, 
Miss., June 21, 22, 23. 1926. Guy Nason, 
secretary, Chamber of Commerce, Columbus, 


MONTANA IMPLEMENT & HARDWARB AS- 
SOCIATION CONVENTION, Great Falls, Feb. 
18, 19, 20, 1926. A. C. Talmage, secretary- 
treasurer, Bozeman. 


NATIONAL RETAIL a ASSOCIATION, 
Congress, Claypoo Hotel, Indianapolis, 
Ind., June 21, 22, 23, 24. 1926. Herbert P. 
Sheets, secretary, 130 E. Washington St., 
Indianapolis. 


New ENGLAND HARDWARE DEALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass., Feb. 22, 
23, 24, 1926. rge A. Fiel, secretary, 10 
High Street, Boston, Mass. 


OHIO HARDWARE ASSOCIATION CONVEN- 
TION, Cleveland, Feb. 16, 17, 18, 19, 1926. 
James B. Carson, secretary, 1001 Schwind 
Building, Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD 


HARDWARE ASSOCIATION, INC., CONVENTION 
AND EXHIBITION, Commercial Museum, 





6. on E. Jo nes, secretary, 604 
Wesley Building, Philadelphia. 


SoutwH Daxkora RETAIL HARDWARE ASSO- 

CONVENTION, Sioux Falls, Feb. 

, 24, 25, 1926. Charles H. Casey, sec- 

retary, Nicollet Avenue and Twenty-fourth 
Street, Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION (composed of Ala- 
bama, Florida, Georgia and Tennessee) 
CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 10, 11, 12, 1926. Walter Harlan, sec- 
retary, 701 Grand Theater Building, Atlan- 
ta, a. 


SOUTHERN CALIFORNIA RETAIL HARDWARB 
ASSOCIATION CONVENTION AND EXHIBITION, 
March 10, 11, 12, 1926. Headquarters Am- 
bassador Hotel, Los Angeles. H. L. Boyd, 
secretary-treasurer, 61 Hellman Bank 
Building, Los Angeles, Cal. 


SOUTHERN HARDWARE JOBBERS ASSOCIA- 
TION CONVENTION, Atlanta- a Hotel, 
Atlanta, Ga., May 4, 5, 6, 7, 1926. John 
Donnan, secretary- -treasurer, Richmond, Va. 


VIRGINIA RBTAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 23, 24, 25, 1926. 
Thos. B. Howell, secretary, 301 E. Grace, 
Room 906, Richmond. 


t* gee ol Pa., Feb. 15, 16, 17, 18, 19, 
192 Sha 
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When he buys farm tools, 





he’ll buy these rugs, too! 


Surely he'll “kill two birds with one stone’”’ 
when he drives to town—especially if he sees 




















ww Blabon’s Feltex Rugs in your store while buy- 
BLABONS ing other things. 
FELTE These beautiful, durable, felt-base rugs at their 
oe te ee low price, appeal to people everywhere. They are 
FELTEX RUGS selling rapidly! 
1928 This makes turnover quick. You make good 
ee profit on a small investment. 
Blabon’s Feltex Rugs need but little room. And 
they don’t increase overhead. 








a Each rug is packed separately in a stout carton, 





ple Book showing for reshipment by the dealer without repacking. 
rugs in actual colors, This means quick handling. 

sent free to Hard- _ ° 

wave Beales, wee Write for Blabon’s Feltex Sample Book, show- 
request. ing some wonderful rug patterns and colorings. Ask 


us to tell you how you can make money on Blabon’s 
Feltex Rugs. 


The George W. Blabon Company, Philadelphia 
Established 74 Years 








Trade Promotion Head Office of the 
Department Sales Department 


Philadelphia 295 Fifth Ave., New York 











= 7 


BLABON’S Feltex Rugs 


(FELT-BASE) 
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GOODELL-PRATT 
ALL STEEL MITRE BOXES 





“BUILT 





a prensa nen semetapnennnren 
“eieer ier 


LIKE 
A | 
BRIDGE” 
— 


There is a wonderful saw carriage on the Goodell-Pratt All Steel Mitre Box. It is built 
of a heavy steel bar with the extra long saw guide posts welded to it and pivoted to the 
back of the frame so that it swings easily and quietly right or left. The positive angle 
lock that locks into notches cut in a steel quadrant and the compression lock for locking 
at any angle are all carried on the bottom bar. 


The saw guides are very long so as to assure a true, rigid position when the saw is ele- 
vated for a deep cut. In other words, every precaution has been taken to insure a cut 
exactly perpendicular to the bed, as well as very accurate angular cuts. 


The frame is steel, “built like a bridge,” to give great rigidity and strength. The cor- 
rugated steel back gives still more strength. The serrated steel bottom plates, the depth 
gauges, length gauge and angle attachment are all in keeping, and like all other parts, 
are made entirely of steel. 


GOODELL-PRATT COMPANY 


Feodamith 


GREENFIELD, MASS., U. S. A. 


ODELL-PRATT 


___ 1800 GOOD TOOLS 
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The Tool Department 


You Can Sell More Tools by 
Offering Sets 


By Don Thatcher 


cabinets and chests containing a variety of 

tools. There are thousands of these cabi- 
nets and chests sold, and the sale is steadily in- 
creasing. 

The prominence given to home use tools and the 
great number of people now using tools has brought 
and kept these assortments to the front. They have 
a beneficial effect upon the sale of the smaller as- 
sortments and sets of tools that many merchants 
are finding salable to mechanics as well as to home 
users. 

When properly offered, especially when accom- 
panied by price inducement to buy the set, good 
quantities of assorted kindred tools and sets of sev- 
eral sizes of the same tool sell readily to me- 
chanics, home users and all people who need or like 
to use tools. 

Many people will buy a set of wrenches, screw- 
drivers and other small tools when they hadn’t an 
idea of buying even one. Timely presentation plus 
attractive display creates the desire that prompts 
purchases. 

I know a hardware merchant in Pittsburgh who, 
prior to eight months ago, did not sell enough ma- 
chinist’s double end and S wrenches to make any 
difference whether or not he had them in stock. 
About six months ago an able salesman with 
wrenches to SELL came along. After going through 
all the moves some times necessary to use with a 
reluctant buyer, much against the merchant’s in- 
clination, he allowed himself to be sold a good as- 
sortment of double end and S wrenches. 

That salesman did not stop there. If he had, he 
might never have received a repeat order. Shortly 
after the wrenches arrived the salesman returned, 
arranged the wrenches in sets; four of the straight 


r YO most people tool sets seem to mean tool 


Here are illustrated two small 
utility boxes, suitable for 
home use. The first one is 
15 inches long by 7 inches 
wide, outside measurements, 
with a slide cover and has 18 
compartments containing an 
assortment of wire nails, 
brads, iron screws and uphol- 
sterers’ tacks. The second is 
a chestnut box, with a hinged 
cover and in addition con- 
tains a hammer, screwdriver 
and awl 





wrenches to one set, three of the S wrenches to the 
other set, each wrench priced plainly, with a slight 
price inducement to the purchaser of the set. 

The merchant does not know how many wrench 
sets he has sold. He does know he is selling many 
more wrenches than formerly. The salesman esti- 
mates the sales of wrench sets during six months 
at 260. Averaging three and one-half wrenches to 
the set makes a total of approximately 76 dozen. 
Not a big business, but probably 60 dozen more 
than were sold during any previous six months. 

The almost universal appeal of tools, their use 
by all kinds of people, offers all hardware mer- 
chants the opportunity to suggest through display a 
wide variety of small tool sets and assortments. 
Some of which are sets of hammers, chisels, auger 
bits, gimlet and screw bits, screwdrivers (several 
kinds), combination sets of brace and bits, carving 
tools, expansive bit and bits, countersink and 
reamer bits, drills and bits, also several kinds of 
plier assortments, so as to have sets of pliers suit- 
able to the various vocations as well as those suit- 
able to home users. 

As for the home trade, they eat up tool sets. Get 
them started on small sets and they will come for 
more. 

If you cannot buy suitable small sets for home 
use or household tool sets make up a couple out of 
your stock, label them by placard, “Household Tool 
Outfits.” Here is a suggestion. First set: 

22-inch hand cross cut saw 

Block plane 

Plain face polished nail hammer No. 2 

Ratchet brace, 8-inch 

Augur bit, %-inch 

Gimlet bit, 3/16-inch 

Gimlet bit, %4-inch 

Folding or zig-zag rule, 3-foot 

Screw driver, regular pattern, 4-inch 
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Handled chisel, 4%-inch 
Handled brad aw! 

Nail set 

Second s t: 


Half or shingling hatchet No. 2 

Plain face polished nail hammer No. 2 

Screw driver, 4-inch 

Slip joint nickeled plier, 6-inch 

Combination tool handle and tools 

Block plane 

Make up each of these “Household Tool Sets” 
with the best quality tools. See how good you can 
make them, and if they will pay a good margin sell- 
ing for approximately $10 and $6 each. 

While the idea of assortments is old, tried and 
true, it is merely proof that well selected assort- 
ments sell easily. Here are illustrated two that 
one of our leading hardware stores sells in large 
quantities. 

It seems to be a good way in which to supply 
many households with just the assortment of brads, 
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screws and tacks they are always in need of. With 
and without tools these little things help tool sales 
as well as making a nice sale unit of themselves. 

The subject of tool sets would be incomplete 
without including reference to garden and. lawn 
tool sets. In addition to the regular garden set, 
consisting of spading fork, rake and hoe, there can 
be sold many sets, including garden trowels, weed- 
ers, hand cultivators (short handle), grass hooks 
and shears. The offering of these assortments is 
effective suggestion of the need for taking good 
care of the garden and lawn. Stores that sell the 
most cabinets, chests, sets and assortments are the 
ones that also sell the most single tools. Sets will 
not be bought by every one, but they attract—many 
will buy and others will, for the moment, be con- 
tent with single tools. 

Making up sets is good training and mental exer- 
cise for the young men and boys of hardware 
stores. 








‘* Miss Hardware’’ 


Bevnane the Talk 


of the Town 


that novelty can be directly connected with 

common every day hardware items the result 
is usually gratifying. For this reason the “Spring 
Announcement” window display gotten up by the 
Skandia Hardware Co., of Rockford, IIl., served 
wonderfully in attracting public attention to the 
household goods department. 

The window, with a background representing a 
garden fence and gate, consisted of a “woman” made 
of hardware items and surrounded with various ar- 
ticles of kitchen ware. Newspaper ads called atten- 
tion to her presence and large crowds came from all 
parts of the city to see her. 

The construction of “Miss Hardware,” as she was 
called was cleverly explained in the advertising copy 
and on a placard in the window, in the following 


wording: 


NYTHING novel will attract attention and when 


Miss Hardware 


With her round “Chopping Bowl” face, she 
smiles delight in her beautiful spring attire. 

Her hair of “Steel Wool” is carefully pinned 
back with a “Hinge” barrette. 

She wears the latest bonnet, very gorgeous 
indeed, a silver finish “Fry Basket” attractively 
set off with henna colored “Chore Balls” and 
“Mystic Mitts” and a brim of “Copper Screen” 
displaying underneath it her “Padlock” ear-rings. 

Her waist the latest of “Pot Chains” and “‘Mys- 
tic Mitts” with its short sleeves display her 
dainty “Stove Pipe” arms and “Dish Mop” shoul- 
der straps. 

It being cool she is properly “Gloved” and a 
“Floor Mop” choker covers her neck. 

True to a “Dressmakers Form” her dress is of 
a beautiful white “Pearl Screen” which is prettily 
trimmed with “Copper Sash Chain.” 





“Miss Hardware” as depicted in the window dis- 
play of the Skandia Hardware Co., Rockford, Ili. 


Being on a shopping tour, on one arm she car- 
ries a mesh bag of “Coil Chain” and “Pot Chains” 
and on the other a “Basket” of “Kitchen Sup- 
plies.”’ 

She notes from her wrist watch of “Dog Col- 
lar” and “Compass” it is time and so she comes 
to the SKANDIA HARDWARE to announce that 


Spring Is Here 


The novelty of “Miss Hardware” proved an excel- 


lent subject for conversation and a good many people 
came to the store to see what she was like and 
learned much about the stock of goods carried. 
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CUT DELAY AND EXPENSE IN COMPILING 
YOUR NEW CATALOG 
SHOW THE COMPLETE GTD LINE 


This Letter Will Interest You 





Greenfield Tap & Die Corp. January 18, 1926. 
Greenfield, Mass. 


Gentlemen: 
Kindly send us small size electros as follows for use in our forthcoming catalog: 


Screw Plates: Little Giant No. 1, No. 5, No. 31, No. 35, No. 310, 
OK No. 1, No. 5, No. 35, No. 311. 


Taps: Taper, plug and bottoming, machine screw. 

Dies: Little Giant and round adjustable. 

Little Giant full mounted stock and die. 

Adjustable die stock for round die. 

Twist Drills: Straight shank S&D, Blacksmith’s drills with %” shank. 
Combined drill and countersink. 

Bit Stock Drill. Set No. 16 and No. 17 Twist Drills for electric drills. 
No. 490 Reamer. No. 460 Reamer. No. 5 Repairman’s Reamer. 
Countersinks, round and bit brace Ford bushing reamers. 

Little Giant pipe stock and die sets. 

OK square pipe dies. 

GTD pipe vise. 

GTD combination pipe cutter. 

Little Giant pipe wrench. 





Very truly yours, 











Think of the saving in time this concern made by writing GTD for the complete line of taps, dies, 
drills, reamers and pipe tools for their new catalog, rather than having to write to ten or a dozen dif- 


ferent manufacturers. 


This is just another advantage of stocking and pushing the complete GTD line. During 1925 we sent 
out thousands of electros for use in catalogs of our customers, which were published by their local 
printers. Most of the large catalog compiling organizations in the country have complete standing 
pages of our various tools, which are kept corrected at all times, so that it is not necessary for them to 
ask us for cuts or information when listing our goods. 


SHOW THE COMPLETE GTD LINE 


GREENFIELD iAP AND DIE 


CORPORATION 


Soeseeee GREENFIELD. MAS Ss °9 U. S.A. 
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Chicago Store: 13 So. Clinton St. New York Store: 15 Warren St. 


L \ Canadian Plant: Greenfield Tap &€ Die Corporation of Canada, Limited, Galt, Ont. 
aware | London Office: 139 Queen Victoria St., London, E, C. 4 


Oy od GT’ D Screw Plates, Taps, Dies, Reamers, Gages, 
oe Pipe Tools, Twist Drills, Machine Tools. 
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Are You a PLUS or MINUS Merchant ? 


The profit and loss statement for 
Store A showed the cost of the 
goods sold was $56,893. 

Stockturn—Stockturn for Store A 
is determined as follows: 





Merchandise inventory be- 
ginning of year.......... $33,500 

Merchandise inventory end 
PK Cowennusesshwoke 34,892 
DE védiadveweneaoeen $68,392 


$68,392 divided by 2 is $34,196, or 
average inventory for the year. 

Cost of goods sold—see Profit and 
Loss Statement—$56,893. 

$56,893 divided by $34,196 is 1.66 
stockturn times. This store can 
well give special attention to in- 
creasing its stockturn. 

Margin—To find the margin de- 
duct cost of merchandise sold from 
sales. In Store A the sales were 
$76,560. Cost of merchandise sold 
$56,893, showing a margin of $19,- 
667. $19,667 divided by $76,560 
shows 25.69 per cent margin on 
sales. 

Expense—In conducting Store A 
an expense of $19,002 was _ in- 
curred. For details see analysis. 
$19,002 expense divided by $76,560 
sales shows an expense percentage 
of 24.82 per cent. 

Carrying Cost—In the analysis of 
expense of Store A under carry- 
ing expense are the following 
items: Heat, Light, Water and 
Power, Rent, Insurance, Taxes, De- 
preciation on Furniture, Fixtures 
and Tools, Depreciation on Deliv- 
ery Equipment, Interest on Bor- 
rowed Money, and Interest on In- 
vestment. Total carrying cost was 
7.34 per cent. Stockturn was 1.66 
times, or one turn every 7.23 
months. The carrying cost per 
month was 7.34 per cent divided by 
7.23, or 1.02 per cent. This means 
that, based on the selling price, 1.02 
per cent was added to the cost each 
month the goods were carried. 

Heat, Light, Water, Power—The 
cost of heat, light, water and power 
in Store A was $387.00, or 0.51 per 
cent of sales. The average for the 
U.S. group was 0.48 per cent. This 
low average cost probably explains 
why hardware stores are not better 
lighted. No one, particularly 
women, likes to trade in a dark, 
gloomy store. 


(Continued from page 29) 


Rent—A big item in carrying cost 
is rent. This was 1.99 per cent in 
Store A as compared to 2.52 per 
cent for U.S. With merchants bid- 
ding against each other for favora- 
ble locations this item of cost is 
likely to go higher rather than 
lower. A partial solution will be 
in economizing space by the use of 
better equipment. This should re- 
sult in lowering rent and increas- 
ing sales because of better facili- 
ties for handling customers. 

Insurance.—Insurance, 0.17 per 
cent. The hardware mutual in- 
surance companies should be given 
credit for keeping the item of cost 
down. While the average for the 
United States was 0.53 per cent, 
the cost to Store A was only 0.17 
per cent. This item of cost should 
not be cut at the risk of not carry- 
ing adequate insurance. The sav- 
ings of a lifetime may easily be 
wiped out by fire in a few hours. 
The low cost of insurance in Store 
A is probably due to carrying too 
little insurance. 

Taxes—Taxes is an expense item 
over which the property owner has 
little or no control. Apparently all 
that can be done is to pay the as- 
sessment and try to look pleasant. 
Store A was fortunate in that its 
taxes were only 0.38 per cent as 
compared to the average of 0.72 per 
cent. 

Depreciation—The items of de- 
preciation on furniture, fixtures, 
tools and delivery equipment were 
figured on the basis of 10 per cent 
on furniture and fixtures and 25 per 
cent on delivery equipment. The 
amount invested by Store A in this 
equipment is indicated under as- 
sets on the financial statement. 
The amounts are after depreciation 
was deducted. These items show 
0.25 per cent and 0.16 per cent re- 
spectively, as compared to the 
U. S. average of 0.36 per cent and 
0.26 per cent. 

Interest—Interest on borrowed 
money in Store A was 0.94 per cent 
as against the U. S. average of 0.59 
per cent. The financial statement 
shows that on Jan. 1, 1925, custom- 
ers owed Store A in open book ac- 
counts $10,867, or 21.55 per cent of 
its total sales for the year. A lit- 
tle more care in extending credit 


and closer attention to collections 
would have made it unnecessary to 
borrow so much money and would 
have cut down the amount of inter- 
est paid. 

Interest on Investment—Interest 
on investment in Store A was 2.94 
per cent of sales as against the 
U. S. average of 2.53 per cent. This 
indicates a high investment in pro- 
portion to sales. Another indica- 
tion of a high investment is re- 
flected in the slow stockturn of only 
1.66 times. 

Selling Cost—The following are 
classified as selling expenses: Sal- 
aries, office and store _ supplies, 
postage, advertising, delivery, tele- 
phone and telegraph, donations and 
losses on bad debts. For Store A 
these items totaled 17.48 per cent. 

Salaries—The outstanding item 
in selling cost in Store A—as in 
all retail stores—is salaries. The 
amount paid in salaries, except de- 
liveryman—who in this store does 
not sell—was $9,078, or 11.85 per 
cent of sales. 

Cutting Salary Costs—This raises 
a very pertinent question. Are sal- 
aries too high or sales per person 
employed too low? Wiith an aver- 
age salary of $1,297 for the seven 
persons engaged in selling, there is 
not much chance for a reduction. 
This cost can be reduced in two 
ways. Maintain the present sales 
volume with fewer employees, or in- 
crease the sales per person. 

Division of Time—The figures 
submitted by Store A show that 
three owners devoted their entire 
time to the business, and that there 
were three clerks and one office em- 
ployee, or a total of seven persons 
whose time was divided as fol- 
lows: The three owners spent half 
their time in management and buy- 
ing and the other half in selling; 
the office employee spent full time 
in the office. This makes the fol- 
lowing division: Management and 
buying 1.50, selling 4.50, office work 
1.00. 

Dividing the sales, $76,560, by 
4.50 persons engaged in selling, 
shows average sales of $17,013 
against the U. S. average of $21,- 
264. Had the persons in this store 
actually engaged in selling sold the 

(Continued on page 84) 
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Measured by purchasing stand- 
ards for solid screws, the Hollow 
Screw may mislead many of 
your customers. 


Their requirements in a solid 
screw—the stock, threading, 
finishing, hardening—admit of 
the general standard and the 
special price. 


In a Hollow Sciew those points 
are the minor points. Here 
the prime requirement is strength 
of socket, which can't be cut 
to a price. 


For set screw service it's all in 
the socket; all in the Allen pro- 
cess of cold-drawing:—the price 
of immunity from breakdowns. 


The Allen Mfg. Co. 


139 Sheldgn St., Hartford, Conn. 
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Marion Hunting Knife No. 3361 


VERY tourist, camper, fisherman, 
hunter, scout and farmer wants a good 
hunting knife—at a price he can afford. 
That’s where the MARION means big sales 
—and liberal discounts bring big profits. 









Every one of 
aes a) them also needs 
a real camp axe, 
moderately priced. 
The CRE-CO-ITE 
fills the bill —and 
gives good service. 
A big seller! 


CRE-CO-ITE 
amp Axe 
No. 112 


Marion Warranted 
Pitching Shoes 


Built for experts— 
priced for amateurs. 
Properly designed, 
built and balanced. 
Come in two colors 
and numbered. At- 
tractively packed 1 
pair to a box. 








Ask your jobber—or write us for Catalog H—and for 
details, prices and discounts on CRE-CO-ITE line of men’s 
and boys’ axes, hatchets and hammers;.and the MARION 
line of forged shears, hooks, chain goods, tongs, sheath 
and hunting knives. 


CRE-CO-ITE 


“Tools You Can Sell with Confidence” 











MARION TOOL WORKS, INC. 


[Subsidiary of Chicago Railway Equipment Co.] 


Marion, Indiana 
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Observations of a Cutlery Salesman 


People Want Quality 
Why Not Sell It to Them? 


By John Cassin 


cates quality. Men and boys want sharp 

knives and razors. Women and girls desire 
sharp shears, scissors and household’ knives. 
Butchers and other users of vocational knives want 
sharp tool knives. 

Back in the “sticks’—if in this day of flivver, 
movie and radio there is such a place—the “old 
timers” who obtain solace and pleasure from whit- 
tling want knives that are sharp and will hold their 
edge. Not one or two here and there, but many 
men, old-timers and young fellows, seem to think 
that knives are not as good quality as formerly. 

Every one in the manufacturing part of the cut- 
lery business knows that knives are now made bet- 
ter than ever before. The same is true of shears, 
scissors and household cutlery. Yet a large part 
of the public have the mistaken impression that 
cutlery of today is not of equal quality to the 
cutlery of their grandfathers. 

Previous generations did not enjoy the opportu- 
nity to purchase as much or as wide a variety of 
quality cutlery as is now obtainable. 

Every division of the manufacturing cutlery busi- 
ness has progressed far beyond what seemed to be 
the possibilities of even twenty years ago. Cutlery 
is made of better materials, by improved methods, 
under better working. conditions, by better workmen 
(as a whole) than was possible even a few years 
back. 

If there exists even a remote doubt about the 
quality of cutlery, it is not the fault of the manu- 
facturing part of the business—if any one’s fault it 
is the fault of the sales division. The sale of cut- 
lery has not kept pace with the improvement in pro- 
duction. In other words, the sale of cutlerv or the 
selling methods and ideas or what might be termed 
the sales motive power, has continued to run on 
two cylinders instead of advancing to “straight 
eights.” 

Of course there are extenuating reasons for this 
seemingly general condition and here and there are 
striking exceptions. But as a whole it seems to me 
that quality cutlery has been weakly sold during 
the past ten years. 

Because quality cutlery has been weakly or but 
partly sold is the principal reason for there exist- 
ing the least question about cutlery being as good 
as formerly. Weak selling of the better goods nat- 
urally leaves the merchandising door open for the 
entry of cheaper goods and cheap or low priced 


i i the public a sharp piece of cutlery indi- 


goods of any kind from humans to the commonest 
of articles run in quantity. 

Where “price alone,” or cheapness, is allowed to 
enter in quantity it will soon dominate or by sheer 
numbers obscure quality. 

As a whole, jobbers and retailers attach too much 
importance to price. Naturally their salesmen drift 
to offering low-priced goods. The retailer’s stocks 
become dominated by low priced knives, so old- 
timers and men of today infer that present day 
knives are not as good as those of their fathers and 
grandfathers’ time. Just the curse or domination 
of price. What a pity! When every thinking per- 
son knows that pocket-knives and other cutlery 
items are goods that the great majority desire the 
best in quality and workmanship. 

Some of my wholesale friends may not agree with 
me—yet I believe they are largely responsible for 
this condition. Of course they have many items to 
sell, but cutlery has always been one of the lines 
that depended upon the wholesale houses to supply 
the sales power. 

Prior to the war many of them did so very ably. 
During the past ten years many wholesalers have 
allowed their sales power to run down. Service, 
turnover, cost of doing business and other moot 
questions of the day are all right and worthy of 
attention, but SELLING is the LIFE of a business, 
good selling will demand service, create turnovers 
and reduce the cost of doing business. 

Cutlery belongs to the hardware business. To re- 
main there, it must be sold intelligently. It is one 
of the lines of hardware merchandise that it is 
logical for wholesale hardware houses to sell to all 
kinds and classes of trade whom it is desirable to 
supply. 

When I see some cutlery stocks, I wonder if the 
buyers have any ideas about values. I believe that 
good buying means obtaining the utmost for the 
dollar—doing so permits of offering the best values 
at fair prices. 

Recently I had occasion to review the cutlery 
business and stock of a good sized wholesale house, 
the managers of which were not satjsfied with their 
cutlery business, yet were not using good methods 
to improve it. 

Part of the experience there may serve as a good 
illustration of the points I have raised about “price 
goods” and good values. 








(Continued on page 80) 
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R HARDWARE 
-EIGHTY” 


its ability to give long service and complete | 
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GARAGE DO 
“TW 


‘“‘Twenty-Eighty’’ is an unusually dependable, 

low priced hanger set for folding-sliding doors. satisfaction. ‘‘Twenty-Highty’’ has a strong 

It is simpler, though similar in design to our frame, adjustable vertically and machined cast 

famous ‘‘Ten-Eighty’’ but is of steel con- wheels securely riveted to hardened axles that 

struction throughout instead of ‘‘certified’’ revolve on lubricated roller bearings. The 
track is standard ‘‘Allith’’ trolley track with | 


malleable which accounts for its very attrac- 
rounded troughs for the hanger wheels. When 


tive price. 
once installed the hanger cannot become de- 
Dealers find this hanger set fills all the railed. Noise and friction are reduced to a | 
requirements of a considerable part of their minimum ou a ‘‘Twenty-Eighty’’ installation | 
trade and contractors and builders vouch for and the doors always close weathertight. | 
DEALERS 


‘‘Twenty-Bighty’’ is also packed complete heb 4 Hardware parts and track in a 


specially strong carton under set number . 
The price, too, is very attractive. May we tell you more about it? 


ALLITH-PROUTY COMPANY 


Danville, Ill. 
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Manufacturers of 
Fire Door Hardware 
Garage Door Hardware 
Rolling Ladders 
Overhead Carriers 

Door Hangers 

Spring Hinges 












































Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Autematic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 





UNIFORM QUALITY and ADEQUATE STOCK 


Safety Chain 

Furnace Chain = 
Ladder Chain os 
Sash Chain The CORBIN SCREW CORPORATION G 
Escutcheon Pins The American Hardware Corp., Successor = 
naar sity NEW BRITAIN, CONN. = 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


COKUIN 
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New Rust-Proof Padlock 


The Master Lock Co., manufacturer 
of locks, door guards and hardware 
specialties, 10th and Chestnut Streets, 
Milwaukee, Wis., has announced a new 





case hardened lock, known as its No. 
350 Padlock. 

The new lock is equipped with three 
keys and is designed so as to be perma- 
nently rustproof. It contains a one 
piece steel staple and is oversized, 
sturdy design and construction. 





New Levels Announced 


by American Rule Mfg. Co. 


In addition to its regular line or 
rules and tapes, the American Rule 
Mfg. Co., Brooklyn, N. Y., is now 





ce > 
nttyels tit stapTedents tolutyletutone it] 
manufacturing a line of combination 
square and levels and etched steel 
tempered scales (flexible, semi-flexible 
and stiff) in various sizes. 





Improvements Announced in 


White Mountain Freezer 


The White Mountain Freezer Co., 
Nashua, N. has announced some 
important improvements to its “‘White 
Mountain” ice cream freezer. 

The can holding the cream has been 
made taller, exposing more surface to 
the ice and so insuring quicker freez- 
ing. The ice chamber is smaller, con- 
serving ice without sacrificing effi- 





ciency. The top frame has been sim- 
plified, and more accurate cutting of 
the gear teeth on the can cover has 
been designed to prevent clogging and 
make the freezer operate more easily. 
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Better mixing of the cream and more 
even freezing are assured by the ad- 
justable wooden scraper blades on the 
outer mixer. And an improved base 
attachment for mixers and can permits 
of free turning and easy cleaning. 

All these improvements in the White 
Mountain Freezer are stressed as 
making it simpler and easier to operate 
than heretofore — more _ substantial, 
more satisfactory, a producer of better 
ice cream. 

Coupled with these new features, the 
White Mountain retains the Triple 
Motion Principle which made it de- 
sirable. 





Two mixers revolve in opposite di- 
rections inside the can holding the 
cream. The inner mixer and can re- 
volve the same way; in the opposite 
direction, between the two, revolves the 
outer mixer. Wooden scrapers at- 
tached to the outer mixer scrape the 
inside of the can as the mixer revolves. 
and send the cooled cream flowing in- 
ward, till it is met and carried upward 
and in the opposite direction by the 
floats of the inner mixer. 


Milk Can of Semi-Solderless 
Construction 


To meet the extreme hard service to 
which milk cans are subjected through 
modern hauling methods, the Buhl 
Stamping Co., Detroit, Mich., has de- 





”’ 
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veloped what will be known in the 
trade as its Model H—Semi-Solderless 
milk can, designed especially to with- 
stand the knocks, bumps and vibration 


Reading matter continued on page 78 
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incidental with present day modes of 
transportation. 

A special feature of this new can is 
its electrically welded process of con- 
struction, which does not increase the 
weight of the can but adds greatly 
to its sturdiness. ; 





The one-piece seamless cover is pro- 
tected by a heavy curled rim, with 
the handle electrically welded to the 
cover. There is only one_ soldered 
seam in the entire can, the bottom 
seam, which is protected by a heavy 
welded special offset bottom hoop. The 
cylinder seam has been electrically 
welded into one piece, and the breast 
is flush with the cylinder wall, thereby 
eliminating ridges to gather filth. 





Electric Power Unit 


for Dual Use 


The Superba Electric Flexible Power 
Unit has been placed on the market 
by the Sirianni & Trumbettas Mfg. 
Co., 110 Farview St., Carbondale, Pa. 
The unit consists of an electric motor, 
directly connected to a flexible shaft 


| 





r 


for operating a grinding wheel, buffer, 
drill, waxing brush, carbon removing 
brush, tire buffing brush, scratch brush, 
paint removing brush, polishing and 
floor finishing brush, etc. 

All these parts can be supplied by 
the manufacturer. 

The unit has been designed to do 
many laborious duties connected with 
garage, machine and home work. 
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Steel Handle 
WRENCH 


THE FAVORITE WRENCH FOR MACHINE SHOPS 


Known everywhere as the time and labor saver. 


It has the grip, the strength and the endurance which have so long 
been identified with wrenches of Coes construction. 


And it SELLS. Sizes: 6” to 21”. Order through your regular 
Jobber. 


COES WRENCH COMPANY 


“In business since 1841” 
Worcester Mass. 


SELLING AGENTS 


EE ee ee se 29 Murray Street, New York 
i i oy hehe ede ee ee ee oun 113 Chambers Street, New York 
IEE OE Te Ere Pe re eee 8 Rue de Rocroy, Paris, France 




















‘Perfect 
COTTA 


The Stick to ““One Brand” 
Customer , 


GULLNNUNLLNULNUULUAALD 


You’ve met his kind. He won’t buy anything 
unless it has been tried and proved worthy. 


The watch he carries, the car he drives, the radio 

he owns, the saw he uses—all are made by com- 

uapiaua § panies who assume full responsibility for depend- 
Mime able service. 


_— Naturally he says: “Perfect Brand’ when he 
wants Screen Wire Cloth with a known reputa- 
tion. Keep stocked on the standard sizes. 


Your Jobber does—he knows. 


Le TUT UTM UUM UUU TTA U ALOR UUM MMMM NNO M UM 


Ludlow-Saylor Wire Co. 


Painted St. Louis Missouri pe 








HUULIQAUUUANULUA 
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New Type Shovel 
Handle of Steel and 
Wood Construction 


The Columbus Handle and Tool Cor- 
poration, Columbus, Ind., has recently 
been making Steel D shovel, spade and 
scoop handles, known as Sturd-E Steel 


eae) 


| STORD 
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D Handles. These handles are avail- 
able in two patterns. 

Type A is of eighteen gage steel and 
finest selected ash. The grip has nat- 
ural ash finish, is large and roomy, giv- 
ing freedom to the hand. The rivet 
through the grip is put in off center, 
so that the grip can not turn and is 
rigid with metal arms. This rivet has 
a square shoulder under the head, fit- 
ting into the square hole in the disc and 
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is forced into the round hole of the 
grip, thereby locking the grip to metal 
arms. 

The stale and grip are both shoul- 
dered where they fit into their respec- 
tive sockets, so that the metal and wood 
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surfaces are flush. Two rivets hold the 
top securely to the stale. 

The grain runs lengthwise of the 
grip, instead of crosswise, as in wood 
D handles and will not check or split, 
because the ends are capped with steel. 
The cup-shaped discs hold the grip 
firmly in position, both tapered for a 
driving fit. All handles are bent against 
the edge of the grain, making a 
stronger handle. The Sturd-E handle 
is so designed that it is unusually at- 
tractive and pleasing in appearance, 
due to its smooth continuous curves, 
which have no rough edges at any 
point. 

Type B meets the demand for a 
lighter weight handle, than Type A. 
Type B is formed in the same dies as 
Type A, but is slightly lighter in weight 
and is adapted for use on cheaper 
grades of shovels. Many of the shovel 
manufacturers are now specifying 
Sturd-E Steel D Handles on their com- 
plete line and they are also being speci- 
fied as standard by several of the large 
railroads. 

In addition to this practically the en- 
tire hardware jobbing trade now speci- 
fies the Steel D Handle in place of the 
old style all wood D handle. A broken 
handle in a shovel, spade, scoop or fork 
may be easily and quickly repaired. The 
D top can be saved if the stale (stem) 
breaks. 


—_—— -—_—_ -—_ 


New Liquid Fuel Stove 
Features Built-In Oven 


Designed with three top burners and 
a built-in oven, the oven being placed 
underneath the cooking burners, the 
American Gas Machine Co., Ince., 
manufacturer of camp and kitchen 





stoves, lamps and lanterns and wash- 
ing machines, Albert Lea, Minn., has 
placed on the market its No. 850 
Kitchenkook. 

The stove is built and operates on 
the same principle as the other items 
in its Kitchenkook line. It is attrac- 
tively finished in white porcelain 
enamel mantel back. The oven door is 
porcelain enamel and polished nickel 
and is equipped with a heat indicator. 
The stove is also furnished with an 
enamel removable burner tray. It 
weighs 146 lb. packed for shipment. 


Reading matter continued on page 80 
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Pike and Bass Lures 
Offered by Outing 


In the Piky Getum and the Bassy 
Getum lures, which the Outing Mfg. 
Co., Elkhart, Ind., has recently placed 
on the market, the Pike and Bass 
species, in the minnow size, are said 
to have been faithfully duplicated. 
These two outing lures have been de- 
signed to roll over on their sides, show- 
ing the whites of bellies, then righting 
themselves, just as crippled minnows 
would do. 





PIKY GETUM LURE 


The Piky Getum has the slender 
lines, long sloping nose fins, tail and 
body markings of the pike. The Bassy 
Getum has a body shaped after the 
bass, being full just back of the head 
and gradually tapering to extreme 
slenderness at rear, with wide flaring 
tail. Its eyes are larger, and there 
is the dorsal fin in addition to the 
others, mouth and protruding jaw like 
the large mouth bass. 

Special care has been taken with the 
finishing. In the Piky Getum the ver- 
tical bar markings on the side of body 
are shown, whereas with the Bassy 
Getum the spots, gills and lateral line 
appear. With both lures these body 
markings are shown under the natural 
shaped scale effect. 





BASSY GETUM LURE 


The Piky is finished in white and red, 


rainbow, red and green spots, pike 
scale, green scale, perch scale, mullet 
scale, shiner scale and silver scale. 

With the Bassy Getum, however, 
conventional finishes have been disre- 
garded and the natural colorings of the 
six best known bass used. They are: 
black bass, black with dark green mark- 
ings; large mouth bass, bronze with 
dark green markings; small mouth 
bass, light green and yellow; rock bass, 
dark green and copper; Calico bass, 
light green and gold, and silver bass, 
white with silver markings. 

By the application of the special 
colorings on the hollow bodies which 
are made of bronze, they are said to 
flash on the water and radiate that 
sheen so characteristic of the minnow. 

Other important features of these 
lures are quick detachable hooks. You 
can quickly change from trebles to 
doubles, singles or a combination if so 
wished, without the aid of any tools. 
There are no hook fasteners or screw 
eyes. The hollow bodies being of 
bronze, they are practically indestruc- 
tible. 





John M. Morgans Dead 


John M. Morgans, a pioneer hard- 
ware merchant of Taylor, Pa., died at 
his home in that city recently, follow- 
ing a short illness. 
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S quality is always a first considera- 
tion with us we know that the metal 
used in our rivets is absolutely “right”’ 
to start with. This is also true of the 
fabrication of the metal into the fin- 
ished product. As proof of these state- 
ments we invite a comparative test of 
the driving and setting qualities of our 
rivets with those of other make. 


Coast Representative 


J.T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 











TUBULAR RIVET & STUD 
COMPANY 


BOSTON 











PARAAROROOGRRORARARAAAUARALARADADMARARAAAMDDAAAODARAMAAAAAAMUAAAAAAAMAAMAADAAAAAAAAAAAAAAMAOOA 





NVOTUTTUTTUUUTUTUUOUUUUUUUUUUUUUNDUUOUDUUUDVUO AON ON UUOUUNUDONONNUOONNNRNRNONUOUUNUDDNNNDNNNNN 


Ir 
i 



















































































































































































(S i 
Di HARDWARE | 


ach 





Practice e Makes 
Perfect 


Over thirty years of continuous improve- 
ment, lie back of Warren Fixtures as made 
today. This rich fund of experience, in 
addition to the economies of standardized 
production, modern and efficient manu- 
facturing equipment, combine to give you 
the greatest value for every dollar you 
invest. 


WARREN SECTIONAL 
HARDWARE FIXTURES 


Possibly you can buy. hardware fixtures at a 
lower first cost, for there are ways of ‘‘cut- 
ting corners’ in building for appearance only. 
But on the basis of sound fixture values, at the 
lowest yearly cost of service, Warren Fixtures 
justify their selection. 

The materials that are used in the construction 
of Warren Fixtures are the very best. The 
structural principles embodied insure surplus 
strength throughout. And the craftsmanship 
in the hidden portions is just as skilled and 
painstaking as the fine cabinet making which 
goes into the exterior. 

Practice makes perfect—perfection in con- 
struction, in selling efhciency, in comprehen- 
sion of the needs of the average hardware 
store to insure greater sales efficiency. All that 
it implies is at your service in planning your 
store. 


If building, remodeling or making changes, 
may we offer suggestions in the plan- 
ning of your store? Catalog upon request. 


J. D. WARREN MFG. COMPANY 
159 N. State Street Chicago, Illinois 
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We make the follow- 
ing brands: “Inger- 
soll Special,’ “‘Indi- 


ana, “Imperial,” 
*“‘New Castle,”” ““Tro- 
jan,’ “Matchit,”""— 


a shovel for every 
purpose and at a 
reasonable price. 
Write for further in- 
formation. 








COMPETITION 


made 









the best 
in the world 


Competition with 
the best steel com- 
panies in the land 
made us step on our 
toes when it came to 
rolling shovel steel 
and other high qual- 
ity steels for various 
uses. 


The manufacture of 
steel for shovel pur- 
poses is a specialty 
with us. We “roll 
our own, then we 
know that it has a 
high-carbon content 
and is standard. We 
take the profit we 
would otherwise 
have to pay and put 
it into quality. 


There is probably no 
line of shovels more 
dependable than 
ours. Buyers should 
specify our ‘‘X-tra 
Quality” brands if 
they want the very 
best. 


Look for (X) the 
trademark on the 
strap or cylinder of 
every shovel. 


Indiana Rolling 
Mill Co. 
New Castle, Indiana 


Affiliated with 


Galesburg Coulter-Dise Co. 
Galesburg, Ill. 
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Observations of a Cutlery 
Salesman 


(Continued from page 74) 





The buyer, sales manager and the writer selected 
two lines of pocket-knives for comparison. One line 
was great value—the best quality, full sized, well 
made patterns. The other, while the blade quality 
may be all right, was not nearly as well made a 
line, nor were the patterns as desirable. It seemed 
to me that many of the patterns were made “at a 
price.” 

I suggested that he consider the line from the 
user’s viewpoint; lay the knives out at the prices 
to the user, then the prices to the retailer, to show 
the margin the retailer could have and then see 
what margin was left for him. We started to do 
so. When about half through the buyer was called 
away. Later in the day I returned with the thought 
of finishing the job, but the buyer was busy and 
decided not to put in any more time on the subject. 

He decided to buy the lowest priced line. How 
that sales manager or “chief claim clerk” and their 
salesmen are going to sell that assortment of low 
priced knives is beyond me—if they do sell them 
to their customers, the retailers are not going to 
find many good reasons for making RESALES, and 
it is the resales that are important. 

Last week I was with a jobber’s salesman who, 
during the course of our conversation, told me his 
trade would not buy knives that resold for more 
than $1.50 each. While we were talking a negro 
came into the store and asked the price of a certain 
model of rifle. The retailer told him it was $52. He 
did not have it in stock but could order it. Without 
a murmur the negro drew out $52, left his name and 
address, walked out. 

I remarked to the retailer that his trade evidently 
bought better guns than they did pocket-knives. 
He replied: “I’ll have to buy some good knives. 
Their salesmen (indicating the jobber’s men) never 
show me anything but 75c. and $1 knives.” 

Before leaving that store the salesman received 
an order for a nice assortment of knives, some as 
high as $36 a dozen. 

Before leaving this question of quality and price, 
it seems desirable to mention an experience I met 
with in Northern Louisiana. 

In a party of twelve men, all of them interested 
in outdoor recreation, the talk around the camp 
table included reference to all kinds of sporting 
implements used in that section. During a lull I 
mentioned my interest in cutlery and expressed the 
desire to see the kinds of pocket-knives carried by 
each man in our party. Ten knives appeared on 
the table—seven of them came from mail order 
houses. These seven averaged about $2.40 each. 
The three bought in retail stores averaged $1.60 
each. 

After returning to Shreveport I looked up copies 
of the mail order catalogs, found the aforemen- 
tioned average price to be about correct. 
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Pulling Power of Well 
Lighted Windows 


(Continued from page 30) 
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example, a 100-watt red lamp produces only one- 
half the light intensity that is given out by a 100- 
watt clear lamp, and therefore a 200-watt red lamp 
must be used to give the same intensity as that of 
a 100-watt clear size. A list of colors and their 
percentage of absorption of light is given in 


Table B: 
‘ Table B 
Color Per Cent Absorption 
Yellow 33 
Amber 50 
Green 66 
Red 75 
Blue 93 


Blending Attracts Attention 


The introduction of animated colored lighting in 
display windows is a recent innovation, and where 
it has been tried it has been proved remarkably ef- 
fective. The intermittent changing and blending 
of softly colored light attracts the immediate at- 
tention of those who see it and brings all the dif- 
ferent beauties out of the window. 
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The accompanying diagram, Fig. 2, shows a typ- 
ical wiring installation for a three-color and spot- 
light effect on four circuits. An automatic flasher 
is connected in the circuits of the colored lights to 
effect the color changes continuously. 

With the use of colored flashers, the window be- 
comes a real stage on which all sorts of different 
effects can be used to bring out and increase the 
beauty of the display. Such a display proves very 
profitable to the merchant, as the constantly chang- 
ing colors add power and compel the passerby to 
stop, come closer and look. 

A discussion of methods fo reliminating daylight 
reflections on show window glass will be covered 
in the next article of this series. 
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“Gentlemen, I feel reasonably sure that many of 
you hardware merchants are missing profits you 
ought to have. 


“IT speak for a fence company whose business is 
growing because their fence is selling. I know 
that Dwiggins Wire Lawn Fence protects and 
beautifies a home. It increases property value as 
soon as erected. Once erected it /asts; permanent 
durability as well as artistic beauty is built right 
into it. 


“The Dwiggins is the only fence so constructed 
that the pickets can be replaced at any time and 
it can be easily tightened if it ever requires it. 
I'll gladly send Catalog and Discounts.” 


DWIGGINS WIRE FENCE CO. 


Anderson, Indiana 
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Style D Lawn Wire. Fabric 


Is in a style by itself. 
Made only by us. 
Rotls 165 ft. and 230 ft. 
The Dwiggins Company also make many styles of Steel Fence Posts. 
They are cheaper than wood posts and unlike wood are everlasting. 


No. SO Complete Lawn Fence with Style B Wire. 
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No. 80 Fence is a good one and not expensive. It is 
cheaper than wood posts and a w railing, and is 
much neater, and gives your yard a classy appearance. 
You can not make a mistake by purchasing such a fence 
when not wanting to invest in a heavier and more ex- 
pensive ornamental fence. The gate posts, end and corner 
posts are made of 2-inch heavy angle iron. The line 
posts are made of heavy 1%-inch angle iron. 
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Saunders Norvell’s Weekly 
yclone Letter 
Gates 





(Continued from page 45) 
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Finding seats in an empty box, we watched the cur- 
rent of dancers as they eddied and swirled around the 
throne. What varied and fascinating costumes! It is 
simply impossible to use words to describe them. Men 
and women must have spent fortunes and weeks on 
these costumes. One gown, that worn by Mrs. 
Mencken, entirely covered with small jewels sewed on 
the dress, is said to have taken fourteen sewing women 
one month to make. It cost $8,000. One lady wore a 
ruby that was loaned by Cartier, the jeweler, that 
| cost $165,000. Naturally many of the jewels were 
| paste, but, on the other hand, there were millions of 

dollars in real jewels worn by women at this ball. No, 
| there was not very much drinking— it was surprising 
| how little. I saw one poor Pierrot huddled up in a 
| 























corner with his head bowed in the angle of a wall. 
Poor Pierrot! It was not Columbine but some boot- 





ORNAMENTAL WALK GATE | legger causing you all your distress! Where was 
Fabric and Frames Copper-Bearing steel. Scroll . 9 . ad . . . 
top. Hinges and latch furnished. | Columbine? Possibly she was flirting with Pierrot’s 


rival, who knew how to carry his liquor better. 


| 
Better Than Ever! | ae 
tter an ver. Were there any immodest dresses? Well, just a 


Fabric, Tubular Frame Work few. I only saw about a dozen ladies who, being of an 


- | economical turn of mind, did not wear any costumes, 

Made of Copper-Bearing Steel ' but devoted much care and attention to the dressing 
Cyclone Gates are now more durable than | 
| 


of their white hair! They were also very carefully 
ever. They are made throughout of Cop- . 
aaceariar ‘suiedie. aaa aa Gaaper- powdered and properly perfumed. After all, it was 
Bearing steel gaies on the market today. warm in that crowd. What would you? 
There are Cyclone Gates for every purpose, 
a complete line that will give your cus- 7" + 


tomers better service and better satisfac- 
tion. Sell Cyclone. 





Ambassador and Mme. Henri Berenger of France 
sat in a box. I wonder what passed through the mind 


The ‘‘Red-Tag”’ 
: CYCLONE FENCE COMPANY of the Ambassador when he saw this display of mag- 


The Mark of 


Qualit Factories and Offices: 7 . 
ao. i Cleveland. Ohio nificence and wealth, far beyond anything that any 
Gclone Newark, N. J. Fest Werth, Teuns other capital in the whole world could produce today. 
Re la > " : - . . . . ° © 
Fangs Pacific Coast Distributors : , | This brilliant sight made one think of Coleridge 
A Standard Fence Co., Oakland, Calif. i . ‘ PP ” 
| Northwest Fence & Wire Works, Portland, Ore. and his lines about “the wealth of Ormus and of Inde. 





The Oriental potentates of India are simply pikers 
ed s when it comes to having a ball like this. Over there, 

Ine 'R Tag of course, a few could make a pretty fair showing in 

the way of costumes and jewels, but here in the United 

States on this night one was led to the thought that 


Ornamental almost every jewelry store in Bond Street, in the Rue 


de la Paix, in Unter den Linden and in Fifth Avenue 


‘G 
Fence. ates had loaned their stock to the fair ladies who, for a 


few hours, brought back the glories of the Court of 




















Versailles. 
* 7 7 

| | TEEREETE, INESEOREEESI h il, hand th fi 
EE) | (ERSSSEEEEE! (RESRERERES) U/ n this strange, tall, handsome man wi ne 
i | (ESPSESESES) IESESESESES! | (ESPSESESES) [PSESESESES! $1) ae ~ . hi d he. 
DE rather dreamy eyes, told me a curious thing. Said he, 

UUU0OS0PALESUU EE UOAEPRIRSESEUEEGEEEAD [ BEEEEBBEFTTEUEFEVIEUAY  ERBEEBEEFEFLIFLELEEHE ee ive in li 
gh «-sLLURUUEEUASIVE UYRHURETRSHELYAGN|URTEREGERGEIEL.RERERLULVRTEN HG New York is crowded with people who live in little 
fc flats. They eat in small restaurants. They do next 
Se ee : i to no housekeeping. They have reduced the material 
on spake eo ; side of life to its simplest formula. Many of these 

ri d Co - steel. 8 t. i . 

Furnished with hinges and “Attings to held enobaif ef gets people come from all over your Western country. At 
spmnadementingilicaiineatnntianath wee home they had large houses, large grounds, many ser- 





ENDURES vants. They have given up all this for the New York 
a Se oe life. Why? Because here in New York they receive 
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the stimulation of ideas, remarkable daily papers, 
theaters, operas, movies, concerts, exhibitions of pic- 
tures, collections in museums. Don’t you see,” said 
he, “these people unconsciously are living a new life, a 
life of the intellect? Unconsciously they have given 
up a life of materialism. They are already becoming 
subjective. They are no longer objective. They are 
almost ready for the next step, which is the philos- 
ophy of the Orient.” 


Just then, a charming woman dressed like Marie An- 
toinette when she played at being a farmer’s wife at 
the Petite Trianon, called my philosophical friend. He 
bowed, smiled and glided away to the one-step music 
of “No, no, Nanette.” While he was a philosopher, I 
also noticed that he was an excellent dancer. The 
costume of the unknown with him was the most beau- 
tiful I saw at the ball. She wore a wide brimmed 
straw hat decorated with rosebuds and sheaths of 
straw. Again my memory went back to Versailles, to 
the little farm where Marie Antoinette escaped from 
the formality of the court. Again I could see the 
little temple dedicated to love reflected in the waters 
surrounding its island, all, all far away and long ago. 


A small hand was laid on my arm. “Are you having 
a good time?” a very pretty girl asked. “Yes,” I 
answered, “a very good time.” “Well,” she added, “I 
am very glad. I thought I was the only one here en- 
joying myself.”’ Then with her partner she danced 
away. Who do you suppose it was? Francois Villon 
and his light of love, the one, you know, who, in the 
play, throws herself in front of Francois and takes 
the death stab in his place. Their costumes were per- 
fect. They were both graceful in rags. Francois, the 
poet, the thief, Francois who came up from the gutter, 
the one man who made the reign of Louis XI of France 
remembered. But for Francois and his verses, all this 
far-away time would have been lost in the dust of the 
ages. 


Now it is all only a memory. The costume has been 
packed up and returned. There is, however, a curious 
thing about the wigs and the dress of that day. With 
all wearing wigs, there were of course no bald-headed 
men. Everybody’s hair was white. Everybody had 
hair. It made the old look young. It made the young 
look old. The strange impression this ball gave us 
was of a ball where all the men and women were about 
the same age. The powdered faces, the blackened eye- 
brows, the white hair, made the eyes much more prom- 
inent. The entire effect was queer and interesting. I 
am glad I went. 


I am afraid I will not get away to Paris. I will 
not soon see the real Versailles. Business matters will 
prevent. I am still living the objective life. The 
subjective is yet to come—voila! 
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Fair Prices Attract 


Items Below Are 
from our 


Spring Goods Folder 
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Quality 
Holds It 


AVE you seen the unusually 
attractive values featured in 
the Spring Goods Folder recent- 
ly mailed to the trade? Items 
shown at left are just a few of 
the many good things ready for 
immediate shipment, specially 
priced. 








Bouquet Holder 
Japanned green. Improved 
shape with rigid construc- 
tion. Attractive price, packed 
three dozen to a case. 


Egg Beater 
A regular $1.00 egg beater to 
retail for 50c. Retinned steel, 
unbreakable, easy running. 


White japan-enameled knob 
and handle. 


Garbage Can 
No. 4 illustrated is the popu- 
lar corrugated type. Hot gal- 
vanized; heavy bail and ears. 
Heavy reinforcing hoops in 
top and bottom. Tight-fit- 
ting cover with extra deep 
rim. 
Milk Pail 

Sanitary soldered, steel clad 
pattern with deep chime. 


Heavy retinned wire bail. 
Four rivet ears reinforced. 


Refrigerator Pan 


Hot galvanized; a well- 
known and very popular 
RM item. Nestable. Range 
of five sizes. 


Mail Coupon 


if you have not already received 
Spring Goods Folder. Contains 
fresh news of especially salable 
new goods together with com- 


plete range of sizes and attractive 


prices. 


The REPUBLIC METALWARE Co. 


New York BUFFALO Chicago 
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Are You a PLUS or MINUS Merchant? 


U. S. average, total sales would have 
been $95,688, an increase of more 
than $19,000 in total sales. Or put- 
ting it another way, on the basis 
of $21,264 average sales, 3.50 per- 
sons would have sold the same 
amount as the 4.50 persons. On the 
basis of an average salary of $1,297 
this would have added that amount 
or 1.70 per cent to the profits. 
Topheavy—With 1.50 persons giv- 
ing full time to management and 
buying, this item of expense seems 
topheavy. The U.S. average shows 
0.09 persons engaged in manage- 
ment and buying for each $10,000 
of sales. With sales of $76,560, this 
would be about 0.70 persons or one 
person three-fourths of his time. 


Supplies—The item of office and 
store supplies in Store A shows a 
total of 0.42 per cent. This is ex- 
actly the average of the U.S. group. 
This cost appears low rather than 
high. 

Postage—The item of postage of 
0.23 per cent seems rather low for 
a store with sales of $76,000. The 
fact that Store A has accounts re- 
ceivable to the amount of $10,867 
would indicate that a little more 
money spent for postage in an ef- 
fort to collect some of this money 
would have been profitable. 

Advertising—Store A spent $1,- 
771 or 2.31 per cent of sales for ad- 
vertising. The U. S. average was 
0.85 per cent. For each $100 of 
sales Store A spent $2.31 for ad- 
vertising. If there had been the 
proper tieup between the advertis- 
ing, the show windows and the 
salesmen, this amount spent for ad- 
vertising should easily have pro- 
duced greater sales. 

Delivery—The next big item in 
selling cost was that of delivery. 
This item in Store A _ including 
wages of deliveryman was 2.06 per 
cent of total sales, as compared to 
the U. S. average of 1.29 per cent. 
It is unlikely that more than 50 per 
cent of the merchandise sold was 
delivered. On that basis, the cost 
for each $100 of sales would have 
been $4.12. This is a growing item 
of expense that can be well given 
careful attention. 

Cutting deliveries to two a day 


(Continued from page 72) 


and making a delivery charge of ten 
cents on purchases under one dollar 
would materially reduce this item 
of expense. 


Telephone and Telegraph—The 
total cost of telephone and tele- 
graph, 0.13 per cent, and donations 
of 0.20 per cent in Store A, was 
so small as not to need further dis- 
cussion. 


Losses on Bad Debts—Losses on 
bad debts in Store A were $213 or 
0.28 per cent, as compared with 
U.S. average of 0.68 per cent. With 
outstanding accounts of $10,867, if 
only $213 are uncollectible, the per- 
son in charge of extending credit in 
this store is to be complimented. 


Capital Turn—Dividing the sales 
of $76,560 by capital invested, $37,- 
833, shows that capital was turned 
2.02 times. 

Days Credit Allowed—Store A al- 
lowed customers an average of 85 
business days credit. To find 
credit days allowed, credit sales for 
the year are divided by 312 to give 
the average credit sales for each 
business day. Then divide the to- 
tal of notes and accounts by aver- 
age sales for each day. This gives 
the number of credit days allowed. 


Over Buying; What It Costs— 
Entirely too many merchants have 
the habit of over buying to get an 
extra 5 per cent or 10 per cent dis- 
count. If Store A has this habit, 
the following figures show what it 
cost them to indulge in this prac- 
tice. Their carrying cost was 7.34 
per cent of sales. Figured on the 
basis of the COST of the merchan- 
dise sold instead of sales, the carry- 
ing cost was 9.87 per cent. Stock- 
turn was 1.66 times, or one turn for 
every 7.23 months. Therefore, the 
carrying cost per month was 9.87 
per cent divided by 7.23 times or 
1.36 per cent. The cost of carry- 
ing stock six months was six times 
1.36 per cent or 8.16 per cent. If 
the extra discount was 5 per cent 
instead of an extra profit of that 
amount, there was an actual loss of 
3.16 per cent. If carried a year the 
loss would have been 16.32 per cent 
less 5 per cent or 11.32 per cent. 
If the extra discount had been 10 
per cent and the goods carried a 


year, the loss would have been 6.32 
per cent. The worst thing about 
over buying is that most merchants 
do not keep the discount, but pass 
it along to customers in lower 
prices. Even if they were to keep 
it, the above figures show conclu- 
sively that it is a questionable prac- 
tice. 

It is hoped that every dealer who 
has the habit of over buying to get 
an extra 5 per cent or 10 per cent 
discount will study and profit by 
the above figures. 

Danger Signals—Low margin, 
high expense ratio, over buying are 
danger signals that cannot safely 
be ignored. 


Barel and Speck Join Cutlery 
Division, The Remington 


Arms Co. 


Adrian Barel, for the last 17 years 
with the H. Boker and Co. and Harry 
S. Speck, with the Belknap Hardware 
and Mfg. Co. for the past nine years, 
have joined the ever increasing forces 
of the Remington Arms Co., as special 
representatives of the Cutlery Division. 
Both are well and favorably known to 
the industry and have a _ thorough 
knowledge of the pocket knife business. 

Mr. Barel has visited many of the 
cutlery plants of this country and 
Europe and has made a very close 
study of the industry. For some years 
he took care of the New York, Phila- 
delphia and export business for the 
Boker Company, later he took charge 
of the New England and Pennsylvania 
trade, and for the past seven years he 
has been covering a territory embrac- 
ing Kentucky, Missouri, Kansas, Neb- 
raska and portions of Ohio, Indiana, 
Pennsylvania, and West Virginia. 

Mr. Speck traveled the Southwestern 
territory for Belknap. Previously he 
spent eight years in Arkansas as 
representative of the Simmons Hard- 
ware Company. He also spent two 
years in the wholesale sporting goods 
business with the J. T. Lloyd Com- 
pany, and was in the retail hardware 
business for himself for six years, 
three in Little Rock and three in El- 
dorado. 





K. R. Moses Resigns as Sales 
Mer. Daven Radio Corp. 


K. R. Moses, general sales manager 
of the Daven Radio Corp., 150-160 Sum- 
mit Street, Newark, N. J., has resigned, 
effective Jan. 18. Until further an- 
nouncement, W. D. A. Peaslee, as- 
sistant to the president, will act as sales 


manager. 
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Think of Domes 


In Terms of Demand! 





2 PY) 


~~ ,)HEN you consider that Domes not only 
\° Ye) havea half-billion market in the homes 
oO" of America, but another half-billion 
in the lodge rooms, schools, churches and Sun- 
day schools, city and country clubs, hotels, 
restaurants, office buildings, hospitals, etc., you 
begin to see why Domes are displayed right up 
front in the alert merchant’s store. The next 
page shows the new Stock-Display Cabinet by 
which many retailers are selling a gross a day and 
more. Examine this cabinet and you will see 
how to make a five-inch strip of counter pay 
you handsomely. 


DOMES of SILENCE 


Better Than (asters ¥, Easily cApplied 
The Perfect Furniture [f°] Save Furniture, Floors 


Footwear and ‘Rugs 





Reg. U.S. Pat. Off. 
No. 995,758 which will 
be strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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This new metal Display- Stock 
Cabinet-- ia ssortment D-20--costs 
tt — og or — Contains a 
os s follows: 1 dozen each 
of 34" pan LY" Me dozen each of 
Vy", 54", 4%" and 7" 















Five Inches of PROFITS 
With This New Domes Display! 


HIS new cabinet, which, in front, 
sells customers and, in back, 
stocks Domes for you, takes 

only a five-inch strip to do a selling job 
for you all the time. When you serve 





REFILLS: 


Sises 8, Mt, tard 6? ~—YOUT Customer with the one or two 


oa ced tn tre a i 


it nackedi doen ses31339 Packages she requests, suggest that she 


silence her other furniture with Domes, 
and turn her into a dozen-package buyer. 
Turn five inches of space into five inches 
of steady profits. Cash in on the national 
advertising that has taught your 
customer that Domes of Silence save her 
furniture, floors and rugs. 









Easily cApplied 

Save Furniture, Floors 
and ‘Rugs 

Reg. U. S. Par. OF. 

oo 995,758 which will 


str aie aaieaced. 
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Better Than (asters 
The Perfect Furniture 


Footwear 
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DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 








‘ 
— 
nd 
4 
mad 
4 
— 
—— 
4 
‘ 








February 18, 1926 














Meet us at the 


HARDWARE EXHIBITION 


Mechanics Bldg. Boston, Mass. 
Feb. 22, 23, 24, 1926 




















“‘As the bricks go 
up, let the moss- 
covered ideas of 
the past go down, 
and plan for 
better sanitation 
with a 








SEXTON 
Underground 


GARBAGE RECEIVER 
“The Sanitary Way” 


Send for catalogue 


Sexton Can Co., Inc. 
Everett, Mass. 














HARDWARE AGE 


Micknrhrs 


(Reg. U. 8S. Patent Office) 


 — ——SS=— 


WOOD SCREWS 


MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 


SIAs 


— 


VVVVV VAY AVY VV 


Service 
Samples Gladly on Request 
CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 
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LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 
graph cartons of | lb. 14 lb. and %4 Ib. and in 
Flat Papers. We would also like to quote you on 
Mixed Lawn Grass. Please give us the oppor- 
tunity. 


1926 CROP 


Before buying for delivery after 1926 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices, 
we would not have existed 
so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 
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COMPLETE Your Lawn 


Mower Line with this 19 in. 


Quality Power Mower 


Your mower line is not complete today without the 
Jacobsen Junior Power Mower. Every public or private 
lawn of moderately large proportions in your vicinity 
will eventually have one.* Saves time and money, makes 
more beautiful lawns. Cuts a 19-inch swath—two acres 
a day on a gallon of gas. 


No Demonstrating—No Servicing 


Sell it off the floor on our Money-Back Guarantee 


The Jacobsen Junior is a sturdy, simple, trouble-free mower. A 
boy can operate it. Travels on its own power; has self- 
sharpening device—a quality product that will uphold the 
country-wide reputation won by Jacobsen Heavy Duty Mowers, 

Putting Green and Estate Mowers. Nationally ad- 
vertised. Write for illustrated literature, attractive 
prices, dealer discounts. 


There’s Profit and Prestige in Selling Jacobsen 


Jacobsen Mfg. Co. 


Dept. DD, Racine, Wisconsin 
Eastern Office 
245 W. 55th St. 
New York City 









Jacobsen 


‘Junior’ 
eh Aen a 


Power Lawn 
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MANUFACTURING CO. 


Branch Offices: 
45 WARREN STI. NY. 74 W. LAKE ST. CHICAGQ 
28 BINFORD ST. BOSTON 


ERIE -- o PENNA 














There’s Good Money in 
KEY-CUTTING 


If You Use 





LL. LC A i: eh eat a ea, ama 


THE SEGAL 
Rectifying Key-Cutter | 


There is practically no overhead to cut into 
the profits earned by the No. 800 Segal Key- 
Cutter. Any boy can operate it in his spare 
time and add a tidy extra profit to the day’s 
business. 

The Segal No. 800 will cut all makes of flat 
keys, such as trunk, letter-box, padlock keys, 
etc., as well as cylinder or paracentric keys in 
less than a minute. It will make an accurate 
duplicate from an inaccurate blank. It cuts 
the key from the lowest groove just as the 
manufacturer does. 

All Segal Key-Cutters operate by hand or 


power. 





NO. 810 VISE 


Cross section of machine show- Vise —_ ee ‘hoe ‘Now = 
ing b . vise furnished with keys without 

Key No. 81 grip resting on the Sock @ of the - 
bit _— Will also mS barrel Furnished with No. 


well as — — flat 800 and No $168, 
a keys. Specifica other- 

ag sae. same as me Cutter 

0 





CYLINDER KEY VISE 
Cross section of Vise guins 


he lower groove 
nage key is held by the up- 
r sili Furnished with Ma- 
aiess No. 800 and No. 900. resting against gauge. 


Let us tell you how easily you can add to your 
profits by making keys for your customers 


SEGAL LOCK 


and HARDWARE CO. Inc. 
155-161 Leonard St., New York 


\philadelphia Boston Cleveland ~=—s--Detroit = Chicago’ —s Low Angeles 
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HERE IS A BETTER 
Milking Stool, 

Milk Strainer and 
Milk Can 


Every retailer likes new goods; better 
goods for his customers. Then send for 
circulars of the new Buhl line—the re- 
sult of 35 years’ experience in milk can 
and specialty manufacture. 


Buhl “Handy” Milking Stool 


Strongest milking stool made. 
Sheet metal stamped seat. 
Four legs formed continuously 
with two pieces of extra strong 
hand steel welded at center, 
where legs cross. Broad bear- 
ing surface prevents legs from 
sinking into earth. Send for 
circular. 


The New Buhl Seamless 


Strainer 


Called the “Absoklean.” 
Funnel body seamlessly 
drawn from one sheet 
of heavy steel, lower 
end _ perforated with 
clean cut holes. Heavily 
tin coated. Made in 10 
and 18 quart sizes. Let 
us send you circular. 














Y oisc 
REMOVABLE ~~ 
GAUZE ———>- 


me END OF FUNNEL §@ 


The New Buhl Milk Can 
(Serni-Solderless) = 


If you believe in quality mer- 
chandise—want to give your 
trade the newest and best— 
get a sample of, or descrip- 
tive matter of, the new can. 
We couldn't begin to describe 
it in this space. Simply the 
strongest, best built, newest 
idea, in cans made. Send for 
circular. 





BUHL STAMPING COMPANY 
Detroit, Mich. Walkerville, Ont. 
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Means Money to You 
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To Close This Hole 
There’s a four inch hole in 
every unweatherstripped win- 
dow! Accurate measurements 
have revealed that the total 
area of the numerous crevices 
reaches four square inches. 
You sell your customers ma- 
terials to mend the holes they 
can see. What about selling 
them weatherstrips to block 
the multitudes of invisible 
holes which daily allow cold 
air, rain, snow and dirt to en- 
ter the house? J here s money 
in it! 
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Trade-Mark Reg. U. 8. Pat. Office 


The Metal 
WEATHERSTRIP 


Easy to install—anybody can 
put them on a door or window 
with no more tools than a tack 
hammer and a pair of scissors. 
Easy to stock—come packed in 
neat, handy cartons, each one containing 
complete equipment for a door or window. 
Quick Sales—Rapid Turnover — Big 
Profits! Get your share of this busi- 
ness. Put the coupon in the mail to- 
day—no obligation. 


ECONOMY METAL WEATHER STRIPS 


TADROW METAL WEATHER STRIPS 








Ask your jobbers’ salesmen for further 
information, or send the coupon below. 
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' 2531 Homer Street, Chicago, Ill. z 
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eae Bemis & Call Wrenches offer more than 
Repeat Order Ba immediate sale possibilities. Their excel- 
lent quality and improvements guarantee 


Q U A 8 : T Y — a large and more satisfactory business of 


repeat orders. 

They make good in service and make 
friends with their users. Their “friends” 
are your best assets. 

Handles, Frames and Bolsters are one 
piece, powerfully braced. Screws are made 
of solid high grade steel. Bars forged 
— open-hearth steel with oval front and 
back. 


We will be glad to send you prices. 


BEMIS & CALL CO. Springfield, Mass., U. S. A. 





AC 














Wood Screws 
‘(Machine Screws 
Cap Screws 
Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Nuts 
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Larger Profits 
Smaller Investment 


There are many advantages in 
selling the complete ACME 
line of Hand Sprayers, Dusters 
and Planters—all purchased 
from one jobber conveniently 
near you. Stock always com- 
plete—faster turnover with 
smaller investment. 


A Style to Suit 
Every Buyer 
The Acme line is complete—every , 
practical style. The Acme factory 
is the largest in the United States 
manufacturing Hand Planters and 
Sprayers exclusively. Every Acme 
tool is thoroughly tested and fully 
guaranteed. Say to your customer: 
‘If it isn’t all right, bring it back.” 
Dealer Selling Helps 

We keep the farmer and grower 
sold on ACME quality by yearly Nj 
advertising in leading farm papers. a e 
Attractive literature, window signs Every individual unit must meet Reed & Prince standards of 

and electros for your local adver- quality and accuracy. Whether finished plain, blued, nickel, 
Every Acme Tool tising supplied without cost. Write brass, copper-plated, sherardized or hot-galvanized, it may be 
is Guaranteed for complete catalog, dealer plan selected with the utmost confidence . 
and name of nearest jobber. 


: a. 
POTATO IMPLEMENT CO,f 


A Complete 
Line From 
One House 
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———E 
REED & PRINCE MFG.CO, sees 


WORCESTER, MASS,U.S.A. 
———————_ WESTERN BRANCH arCHICAGO- 121 NORTH JEFFERSON ST. __—\ 
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Cultivate Cutlery 


U8. av WHES PACKED 


M pcuamepasteco. | fenek The keen dealer realizes clean-cut 
CHICAGO a 6G LE Ba . 
to 2 profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 
knife sales. 











A new convenient way to handle Plaster 
Paris Packed in three sizes: 





One pound, two pc 1 d fiv ound packages i ssorted b 1 of 
he p ands as follows: “40 iounal palenios: 60. S-peund ‘Besbaate: 10 Whet your knowledge on the Harp- 
pound packages; and costs no more to handle than bulk Plaster Paris. 
Write for prices today. WARE AGE grindstone. Profit by the cut- 
RELIABLE PASTE CO. lery articles. 
3223-25 Cottage Grove Avenue Chicago, Illinois ‘3 


Dry Paste—Paint and Varnish Remover—Calcimine 
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Bight Hole Feeders Retail @ 15c., Twelve hvie @ 265c. each. 


Are You Ready For The Baby Chick Season? 


Millions of Baby Chicks will be hatched during the next few 
months, with a corresponding brisk demand for chick feeders, 
drinking fountains, hoppers and supplies. 

Poultry raising is popular and profitable almost everywhere, 

and the poultry man, whether professional, farmer, or back- 

a enthusiast, wants the right equipment to care for his 
ock. 

*‘Moe’s Line” is standard and com- 
lete, so you can supply every need. 
ave you our latest Catalogue No. 15 

in your files? If not please write for 

your copy to-day. 


Hoeft & Company, Inc. 


2305 Davis St. 
North Chicago, Il. 





Fount 


Famous Star 
Retails for a 














100Ibs 





READING 
CUT NAILS 


72% Greater Holding Power 
Than Wire Nails 


READING IRON COMPANY 
Reading, Pennsylvania 


Also makers of RICO Hard Cut Floor Nails, made to 


drive into hard wood without bending 





BETTER LOCKS 
and 
BIGGER PROFITS 


with 


INCREASED 
SALES 


can be easily 
obtained by 
handling the 


LINE 


“7, Yor’ - 





No. 250B 
Set No. 250B is a mortise set of sturdy structure and attractiwe 


lines. The Glass Knobs are beautifully designed, ground and 
polished, silver backed, giving high lustre. In short, a REAL 
‘“‘BUY’’ and easy to sell. We have many more attractions to 
offer among which is our patented Dead Bolt Night Latch. 


Send for our new catalog No. 7—our line will interest you. 


BRANCHES 
Be WEED TR, cccccccccccecsceesoccceccosocccecc cD Teh Ge 
a 2 Ce Msn. bok he ohh SOO RECS SOROS OC eOR GE Philadelphia, Pa. 
i. Me Min sce 666066600080 00688 60 06 Detroit, Michigan 
at Mn ies sone 66686 060080000666 COOCCOCC EDS ORC Chicago, Il. 
121 2 De eeocceccsccececeecccesoeesoscese] ecu Been, Gale. 
Gee Vous e606 00 ca sen Oe66606606660060660660% Angeles, Calif. 


QD INDEPENDENT IOCKCO.Q> 


Leominster, Mass., U. 8S. A. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Seta, Glase 
Knob Sets, Key Blanks, Auto Switch Keys and Hardware Spectaities. 





























part in the life of a garden hose. 


criminating dealers. 


sell Sherman Fittings. 


Sherman Hose Couplings. The best that 
can be made. Of fine appearance with 
accurate machine cut threads and deep, 
clean corrugations. Made in %—%—% 
and % inch sizes. 


H. B. SHERMAN MFG. CO. 





(Patented) 


Sherman Wrought Brass Fittings are the standard mainstay of dis- 
Permanent, rustproof and of the highest quality 
material. They offer longer wearing features. 
They cost no more. 

Sherman Heavy Wrought Brass Clamps. 
The Genuine. Rust-proof clear —— 
No other material will last on hose 

brass. 


satisfaction. 
purpose and any size. 


- BATTLE CREEK, MICH. 


The Hose Is Not Always to Blame! 


Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an important 


When you sell hose 


Sherman Clamps are made to give 
There is a clamp for every 





(Patented) 

















92 HARDWARE AGE February 18, 1926 











Now You Can Give 
Crankcase Service 
Without Pits or 
Racks 


Without drain pits or racks, and at trifling ex- 
pense, you can now add the profits of crankcase 


service to your regular oil business. 


With Brookins Portable Drain Tanks and Brook- 
ins Oil Measures you can easily and quickly drain 
and refill any crankcase. You can give crankcase 
service that insures satisfied, regular cus- . 
tomers. 


The Brookins Portable Drain Tank is 
equipped with a folding handle and steel 
runners. It is easily shoved under cars 
or drawn anywhere it is needed. It holds 
about five gallons, and keeps the drained 

oil under cover and out of the way until roeline 
you're ready to pour it out. Can 


Brookins Oil Measures drain from the bottom 
through a flexible metal hose that easily reaches 
any oil intake. They serve from one to five quarts 
of oil in one operation. A handy thumb-valve 
gives positive control of the oil flow. 








Order this money-making, money-saving equipment 
from your jobber today. 


The Brookins Mfg. Co. 


342 Xenia Avenue Dayton, Ohio 








Brookins 

Portable 

Drain SERVICE STATION EQUIPMENT 
Tank & 








Brookins Oil Measure 
Mgde in one, two, four and 
five quart sizes. Has a flex- 
ible, metal hose that reaches 
any oil intake without a fun- 
nel. A handy thumb-valve 
controls the flow of oil. 

















For Suggestions 
On How To Sell 











One of America’s great merchants has 
said: “The way to make a business go is to 
go after business.” 


It is always interesting to read how dif- 
ferent hardware dealers go after Paint and 
Varnish business and increase their sales by 
novel window displays, practical paint dem- 
onstrations, timely mewspaper advertise 
ments, “follow ups” by personal letters and 
visits by your sales force. If you will 


read the Paint 


issues of 
Hardware Age 


which appear the fourth issue of each month, 
you will find all these and other methods of 
securing Paint and Varnish business discussed 
in a timely and interesting manner. 


And there’s this much about any paint 
article appearing in Hardware Age—it is 
based on the actual experience of the men 
who sell as well as the men who apply the 
product. 


Hardware dealers read the special Paint 
and Varnish Issues regularly because in 
every issue there are practical ideas which 
have paid others in their locality and wil) 
pay you in your town. 


Keep posted by reading— 


HARDWARE AGE 


239 W. 39th St. New Yerk 




















February 18, 1926 


HARDWARE AGE 93 





Sell the Best 
HARDWARE 





ie) eee eee 
i” For Hard-w 
For more than 48 years 
\e fumes, Bommer Spring Hinges have 
maintai hip and 

















6 
eo) 
\: They have kept pace with the 
times, they have been 
kept ip with the times whenever 


BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish your stock cn er gh 


They are in universal 
quickest to es oe 
the most satisfactory spring cm 





Your Jobber handles them. 











bia help’ te for New ~~ ee 47. leis ea 
Bommer Spring Hinge Company 





Manufacturers BROOKLYN, N. Y. 
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Rubber 
Headed Nails 


are used as bumpers on pianos, closet seats, and 
to receive the thrusts of drawers, also to prevent 
noise and marring to such as they are attached. 

Stem Tips, made in thirteen sizes, especially de- 
signed for chair legs and prevent the scratching of 
floors. Absolutely noiseless. 


We make a large variety of rubber specialties. 


Send for catalog 
the y 
Hat gare 


prices. 
Buyels 


ELASTIC 
atalo 





TIP CO. 


370 Atlantic Avenue 


On Page 263 Boston, Mass. 











Look Up and Stock Up 


Springtime always brings an increased 
demand for TACKS. 


Now is the time to look up your 
TACK stock and stock up on the 
needed kinds and sizes. 


We're ready to promptly supply you 
with the best of Carpet and Cut Tacks, 
as well as the kinds listed below. 


Remember BAUR TACKS are qual- 
ity tacks that “Make good” on every 
job. They sell and please. 


BAUR TACK:CO. 
Indianapolis Indiana 


Our complete line also includes Staples of eve de- 
scription, Double Pointed ar Basket, Clout and Trunk 
ails 


Write for Samples and Prices 

















HELLER’S ADVICE 


On proper store arrangement, display and storage 
problems can absolutely be depended upon. 





There is a little booklet ““The Heller System of Lar 
Profits’ which will help you. Send coupon today me 

your copy. 

W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 20 Vesey St., New York City 
W. C. HELLER & Co., Montpelier, Ohio 31A 
Seer om send the new book, “The Heller System of Larger 
rofits.” 


Name 


eoeeoeereseeoeseeereseeerrereoeeeeeeeeseeeeeseeeeseeeseeeeeeeeeeesd 
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~~(CHICAGO)—~ 


SPRING HINGES 
DOOR SPRINGS 


CE” THE “CHICAGO” 
TYPE 280 


The “RELIANCE” is a 
POWERFUL and EFFI- 
CIENT door spring of 
extra heavy construction. 
The RATCHET TEN- 
SION ADJUSTMENT is 
very simple and efficient. 
The “CHICAGO” door 
spring is of substantial 
construction and SYM- 
METRICAL APPEAR- 
ANCE. All of the 
PARTS ARE _ FAST- 
ENED TOGETHER so 
they are never lost or mis- 
placed. 





“RELIAN 
TYPE 270 


\ iba y) 


Li 





Send for Descriptive Literature 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 








SUPERIOR 


Galvanized Wire Clothes Lines 





Reinforced hollow cable, hollow cable, 
six strand twisted, four strand twisted and 
solid. 

All standard sizes, in lengths from 40 to 
100 feet. 

Superior Clothes Lines are perfectly 
smooth, heavily galvanized and are tied in 
neat round coils. 


G. F. Wright Steel & Wire Co. 


Worcester, Mass. 








AQ AE AE_JE_ JE JE JE IE IE 3k 
» made by 


» 
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Card or Label Holders 
—a quality line, for greater profits 
RAMMES Line has an established reputation 


with your industrial trade. It includes a 
style for every purpose. Our facilities for quan- 
tity production maintain low prices. Above is a 
popular stock style. (Brass-Plated.) 


No. Card Gross No. Card Gross 
13662 &%& x 1%”.....$2.00 264 i Bnd ween $3.45 
5754 © Bee acces ee 4987 ; 2 Bee acoces 2.20 
2804 SS = 3%”..... 2.50 4989 2 Bee acedee 2.40 
85 % x 1%”. ; awe 4991 > 2 te wc enee 2.70 
209 % x 1%”..... 1.85 4993 SB Wan cecese 2.85 
210 a 2 Ree pc ees 2.05 4995 . 2 este we 3.30 
211 - & Bee esses 2.20 4997 Ss eee 3.60 
212 - @ Bee cecets Bee 4999 - @ Gee seecea 3.75 
262 - © @ cccots De 5000 . 2 in i awe ih 4.20 
263 a Qe a6eds 3.20 958 Sa. S seeeuss 4.25 


Prices are Net F.O.B. Allentown, Pa. 
Your trade uses them—Why not sell them? 
Ask for catalog and prices of other styles. 


sisisisisis 





» 339 Union St., > ng ag oon Pa. « 
Are you handling Grammes Shoe Nails? 
If not let us submit our interesting proposition. 


New York Office—25 West 43rd St. 
pimiaiaia ia ia2iaiaial 























LAMSON 


Painters’ Scraper 
No. 901 


This New Scraper is manu- 
factured from the best grade 
of steel, carefully hardened, 
tempered, ground and finished. 


The handle is rosewood, highly 
polished and secured to the 
tang with two nickel silver lock 
rivets. 


Dealers will find it a ready, 
profitable seller. 

Send for Catalog which shows 
our complete line of Painters 
and Paperhangers Cutlery and 
Quality Tools. 


Since 


1837 LAMSON & 
GOODNOW MFG. CO. 








February 18, 1926 
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Every Chevrolet Ownera Prospect 
For These Socket Wrenches 


This display 
board enables the 
motorist to select 
easily the wrenches 
needed for his 
Chevrolet. 

There is no 


charge for the 
board. 

The investment 
is small—the 
“turnover” rapid. 


Write for cata- 
log 500. 





Watcpen- WorceESTER 
Incorporated 
475 Shrewsbury Street 
Worcester, Mass., U.S.A. 


—_ 


Waren | 
| WWRENCHES| 





ANCHOR BRAND 


FLYER 


FOR SPECIAL SALES 








as 








+ WARRANTED 
BIG mr FOR 
VALUE ca THREE 
li YEARS 





aes LOR eR AWD 4 
ANTS nS Cs WRINGERS 
WARABRTED ee fom Fant 258 





670 PRINCESS 
Also 670S Princess for Square Tubs 
and 670B Princess Bench Wringer 


Ask Your Jobber or Write 
Lovell Manufacturing Co, 


Branch Offices and Warehouses: 


CHICAGO 
62 E. Lake St. 


Erie, Pa. 


NEW YORK 


BOSTON 
86 Warren St. 


Pearl St. 





















FORSTNER 
Labor Saving 


AUGER BIT 








Bores Any Arc 
of a Circle 





Many 
New Uses 


_The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 





q Genuine Armstrong 
Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and efh- 
ciency in operation. 








All genuine Armstrong stocks and dies 
bear this trade-mark: 





“<—e* 


Be Sure You Get the Cenuine 


The Armstrong Manufacturing Co. 


1 





Bridgeport, Conn. 
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SWEDISH TOOLS | | == # #1 Gs= Hols & tre 
Are Noted for Their Durability M. r yy & SONS 


Made from Swedish tool steel—the very best 





“BANKO” SWEDISH SCYTHES are the best 
Swedish scythes made. 

11 styles 24 to 48 inches. Warranted to hold their 
cutting edge, thus giving complete satisfaction to your 
customers. 


Natural Scythe Stones 
Special quality imported for our 
Banko Swedish Scythes 


Pliers, all styles Bow Frames 
Plane Irons ‘Sater’ Axes 


Cabinet Scrapers Pansar Files 





4 Shoemakers’ Tools Hoes 
Anvils Barking Spuds 
| Swedish Saws Veritas Wheel Dresser 


Cutlery and Razors 


Order from your jobber to-day, or write. 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 


509 E. Hennepin Ave. Coristine Bldg. 
Minneapolis, Minn. Montreal, Can. 












CONN. 


SINCE 
1848 


of Bright Iron 
and Brass Wire Goods 


Also Specials of 
Wire and Metal Stampings 































Cw lee St choppers 


7 idewalk Type 


Built to last. Welded con- 


Write fer ciroular end prices. 


GIFFURD-WOOD COMPANY 
Main ae & eed Hill &., 


udson, N. Y. 
New York, Chicago, Boston, Pittsbergh 


Packed 1 or 2 doz. 10c pkts.to a Carton 


Send for Siliinies bn 
Illustrated 26 Y 
Folder of _— 
Counter Great Demand 
Displays Good Profit 














Moore Moore 


Push-Pins Push-less Hangers 
*‘Glass Heads- Steel Points”’ Cee Gapess oF 


To “ Hang Up Things ” in Homes, Offices 
and Schools. Ask your Jobber. 


Moore Push-Pin Co. 
































Make First Keys W Jn gga ee Locks Apart 


BEISSER KEY MACHINE 


Put in a key department and add profits to your store without extra expe 

Your errand boy will make ALL KINDS OF ag with the ‘‘Beisser.’ which 
eliminates hand filing. No experience necessa 

Write today. Let us explain how key-making _= be made profitable. and 
idle moments turned inte money. 


BEISSER 
KEY 
MACHINE 


ba] 


407 East 
Fort Street, 
Detroit, 


Mich. 











A National Selling 


Foree for Your 


Sporting Goods 


Hardware Age is read by the 
hardware jobbers, their livest 
salesmen and by the best hard- 
ware dealers and jobbers in 6059 
towns and cities. 


Regular selling messages in the 
Sporting Goods Issues of Hard- 
ware Age will help you gain co- 
operation in selling your sporting 
goods from a body of merchants 
of country-wide location and 
highly developed selling power. 


Hardware Age 


239 W. 39th St., New York, N. Y. 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 











“The Line That Keeps I Moving” 


to make the engine “Go” and it takes mere than good 
inte the complete line of ‘“Threadwell’’ 


The THREADWELL TOOL CO., Greenfield, Mass. 


New Yerk City Philadeiphis Cleveland Francisco 
386 Breadway 809 Harrison 805" Weller 135 St. Clair ota baiesion St. 
Bldg. Bldg. Ave. N.EB 
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TRIMMER&zi i asai 
EDGER 4 Great Labor Saver 


Lawn Mowers and Lawn Loews Se@menees 


GRANITE STATE MOWING MACHINE CO. 
HINSDALE, NEW HAMPSHIRE 











Osborne High Grade Punches 


Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. ~~. 7 
Upholstere 


Belt Punches 


Workers’, Trimmers’ and rs’ and Plumbers’ Tools 7 a 


quality. 
The -y~ tools will please your customers, as well as our famous Round 


and Oval 
Remember we have had $9 years of ry = manufacturing experiense, 


empley only = workmen and use finest quality of materials in 


making our prod 
We ——¥ back of every tool we make. Try us. Write for Catalog 


"e S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 

















American Steel & Wire 


Company 
Chicago, New York, Boston, 
Denver, Birmingham, Dallas. 
U. 8. Steel Products Co. 
San Francisco, Los Angeles, 
Portland, Seattle. 


ARBED: Elwood Glidden, Am. Special, 
a Baker a. Ellwood Junior, Lyman 
NAILS, SPIKES ~ ACKS, Hot Guicapianh Welte. 
ZINC INSU LATED | F ENCES. American, Royal, Anthony, 
National, U. manor Steel Gates 
ANNER "(formerly Arrow) $ Arrow) STEEL POSTS. 

















CONCR 
BALE TIES: Old valieble ee Eeaadh. 
TELEPHONE WIRE 


WIRE for every purpose. 
Quick Delivery. Write us for selling plans. 

















Sx Russell Jennings 
Auger Bits 


Patented by 


Mr. Russell Jennings - 
in 1855 










Two styles 
of shanks,— 

three threads for 
boring all woods 





Russell Jedniags Mfg. Ce: 


Chester, Conn. 















































sais pel METHODS 
Se; To provide adequate storage facilities for 
SS shelf stock—to make it accessible and con 


venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
CUSHION LADDERS. 
: Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 





of ample strength for safety, convenience and : 
efficiency One style only—neat of design— at 
f/f attractively finished —any height — > 
Lj/ _easily installed—meets most A s 


requirements. Circular 
on request i OHIO. 
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Invisible Hinges 


For houseowners, carpenters, cabinet 
makers, etc. Simple in design, Soss 
invisible Hinges will give long service. 





Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 


: a aut Catalog in Sweet’s, pages of quality 
CALDWELL MFG. CO. 
SOSS MFG. CO. 9 Jones Street Rochester, N. Y.” 





778 Bergen St., Brooklyn, N. Y. 


To beat the water meter Confidence in Lfamovin, Brand 
GAYLORD 




















Tungsten Lamps is shown by 20,000 re 
tailers and 500 jobbers who sell them. 




















WATER SAVING DEVICES a. S “ 
A. K.TROUTCO.,1 GAYLORD MFG. CO gpg eee 
342 Madison Ave., New York, N.Y. Paterson, N.J. Pane ee 
The New Design @ THE INFLUENCE OF MILLIONS 

ey WHITE MOUNTAIN of attractive advertisements yearly which create demand for Lorain 
Ot gained’ wiht aapremay’ good 1056 ‘orale Borser. "Ooaider 

Ti riple Motion Bh r ecezer age ny contineally made by satisfied users and the 
Backed b reputation of the manufacturer. Only by selling Oil Cook. Stoves 
acked by a half century of success equipped with the Lorain High Speed Burner can you share these 

profits. 

THE WHITE MOUNTAIN FREEZER CO. Inc AMERICAN STOVE COMPANY St. Louis, Mo. 














— Screen Door Guards WESCO TIRE CHAINS 
Add to the life of the door Fite ARE GUARANTEED 


sizes to fit yy door. Retails a 
t 00. ° 
celeriac, Western Chain Co. 
Chicago, U. S. A. 





The Donley Manufacturing Co. 
10585 Quincy Ave., Cleveland, Ohio 


KNIVES iis 


Send for Catalogue MAKERS’ 
Paper Hangers’ Kaife 

















QO. Lindemann & Co. 


BIRD | See 
2 = CAGES ntatitshea ‘1003 
35-37 Wooster Street, New York | 


Get an ‘‘Edge’’ on Sales! 


Dealers are doing it with the Dazey 
“Sharpit.”” It puts a keen edge on any- 
thing—knives, scissors, sickles, tools. A 
quick and ready seller—and a profit 


producer. 
DAZEY CHURN & 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 













Robert Murphy’s Sens Ce., 
Ayer, Mass. 


Handy Craft 
The New Steel Building 
Toy for Boys 
Retails for 75 Cents 
THE HART & COOLEY CO., New Britain, Conn. 





































PRIEST’S CLIPPERS 







Wel Compound is i every 
henge Bm aie oy ya as 








any 
have been the standard easy as Iron. Stock it and increase 
as Ra Bg mf — your sales. 
our ver No. 00 is a big 
seller for home use. Made only by 
American Shearer Mfg Company AnTI-Borax CompPpounp Co. 
Nashua, N. H. Qa MAY 27.1908 Fort Wayne, Ind. 











“dhe Fragrance of Flowers— Not the Odor of Oils.” 





Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section’’ of this paper. 

—_—_—=———————————eee By waseing me FOR SALE ads —g bv 

for ovodwo reasona sure to secure a good payin usi- 

Furniture Floors and W rk ness at S fie price, or better still, let md ewe 


Bouquet-Brownson Co. Ine. St. “Paul, Winn. know the kind of a store you are looking 
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WINSLOW'S 
Skates 


The Samuel Winsiow Skate Mfg. Company 
Worcester, Mass. 








WANTED AGENTS 




















tHE STEWART IRON WORKS CO. 


CORPORATED 


CINCINNATI. OHIO 























225 STEWART BLOCK 











Plain or enameled in 


STRATTON ™* == 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and a dried. 


STRATTON MFG. CO. Stratton, Maine 


| NONE BETTER 
SOCKET WRENCH SETS 


NINE DIFFERENT SETS 


The New Britain Machine Company 
New Britain a> Connecticut 











Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds a 
the tack in position for driv- P10: ae aE 


Awarded the Silver Medal "itt 
( highest offered) at the  ~ tice Exposition. 
Good profit. Write for price list. 

Name and design trade marks registered U. & Pat. Of. 


ARTHUR R. ROBERTSON 94 Portland St., Bosten, Mass. 











BARROWS 


Send 
for 


Catalog 


MILWAUKEE 
WISCONSIN 








SEYMOUR evwen | PRUNING SHEARS 





Manufactured 
SEYMOUR SMITH & SON INC. Oakville, Conn. 
Sales Representatives: John H. Graham é Co., 3 Chambers . New York. 





The Mark of Dependability 


On GOOD TOOLS means quicker sales and 
more repeat orders. 30 years of fine tool 
reputation behind every sale you make. 


ARMSTRONG BROS. TOOL CO. 


314 N. Francisco Ave. CHICAGO 



















oy BOLT 
“VICTOR” cupPeER 


Send for Catalog 
ROBERTS MFG. CO. Somerville Station, BOSTON, MASS. 











“I Make the best Hammer” 
D. Maydole, 1843 


The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 8@ years ago. 


THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 











99 
HACK “TLE NOX” saws 
a CD csmcron 
“The Toots in Lhe Pua Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. . 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 








THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


| Pleat of 
1000 MILITARY RD., BUFFALO, N. Y. 











Better Machine Screws 
for the Hardwaré Trade 


HARVEY HUBBELL, INC. 





Bridgeport, Conn. 











Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Write for prices. 


wanes, Spargo Wire Co., Rome, N. Y. 











% 
a ee 
A ANA 


BROWN & SH. nw 20 b) ce Ole) BS 


we Years [| ere bias be en No 
or Brown & Sharpe Qualits 
ypratll fool Catalor No 


& SHARPE. MFG. CO. 
IDENCE. R.. By eee 
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Classified Opportunities 
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BUSINESS OPPORTUNITIES 


HELP WANTED 








) CASH FOR IDEAS 


$25 paid for each accepted design for counter display 
cases for Pocket Knives, Hunting Knives, Razors, 
Butcher Knives, or for any other article. Send sketch 
or model to World’s Largest Builders of Display Cases 
of Wood and Glass. SPECIALTY DISPLAY CASE CoO., 
Dept. 62, Kendallville, Indiana. 











— a 





FOR SALE—GENERAL HARDWARE, PAINTS, Ete. In the section 
of New England which is experiencing a most rapid growth. The eyes of 
the country are upon Cape Cod. A village center property; modern store 
with superb window display and most business-like fixture equipment; 
sompeshaneeve stock with no dead wood. Fine chance to expand by 
establishing contract plumbing as this is the section where building opera- 
tions are truly extensive. The home which is included would surely suit 
* Sa for quick sale. Address Box G-973, care of Harpware AGE, 

ew OTK. 





FOR SALE—STOCK OF HARDWARE, implements, furniture and 
tinners’ tools; will invoice about $14,000.00. I also wish to sell brick 
store building in best town of 1,200 in Missouri. Have been in business 
40 years and wish to sell on account of poor health. The only hardware 
store in town, and the largest in county. If interested write Box G-946, 
care of Harpware Ace, New York. 





GENERAL HARDWARE AND AUTO SUPPLIES located in fast 
growing section of the Bronx, New York City. Store is 25 x 80; 6 room 
apartment; annual average business $40,000. Stock and fixtures are 
worth $15,000. Will sell building, also adjoining property to expand, 
which we feel will be necessary within next few years. ‘Terms to reliable 
concerns. Address Box G-971, care of Harpware Ace, New York. 

WHITE ENAMELING—WE SOLICIT CONTRACTS ffor_ white 
enameling articles on quantity basis. Beautiful china-white finish ob- 
tained by our special process. Address Department H, E. H. TITCH- 
ENER & COMPANY, Manufacturers of ‘“‘Bathwhite’ Fixtures, Bingham. 
ton, New York. 








FOR SALE—STOCK OF GENERAL HARDWARE, paints, house- 
furnishings, established since 1845. Located in a county seat of 6500 
people in Central Ohio. A good farming cummunity, and a city of manu- 
facturing. Stock, fixtures and equipment will inventory $15,000. Ad- 
dress Box G-964, care of Harpware Ace, New York. 











WANTED—A GENERAL HARDWARE STORE in a growing town 
of about 9,000 population. Stock to invoice around $10,000 to $12,000. 
Preferred within a distance of 100 miles from New York City. When 
oreene, Sate full particulars. Address EMILE DEMBITZ, Highland 
“alls, N. Y. 








business, in exchange 
all cultivated. Priced 
and wishes to enter 


WANT HARDWARE OR FURNITURE, going 
for nicely improved 200 acre farm. Good location, 
$20,000; loan $4,000. Owner is an ex-merchant 
business again. Address Box 64, Fairfield, Illinois. 


FOR SALE—GENERAL HARDWARE in prosperous community, 
county seat town, in Southeastern Iowa. Stock and fixtures will invoice 
about $6,000. Good clean stock. Address Box G-981, care of Harpware 
Ace, New York. 








FOR SALE—NUMBER OF SETS Allith-Prouty and Richards sliding 
door hangers for single and double doors. Also single and double sliding 
door locks. Attractive prices. BENGENER BROS., Austin, Texas. 





FOR SALE—HARDWARE and Housefurnishing store in Chicago. 
Goed growing business. Opportunity. Good reason for selling. Long 
lease. Address Box G-962, care of Harpware Acr, New York. 





HELP WANTED 


WANTED—MAN CALLING AT PRESENT on the wholesale hard- 
ware, mill supply and —s dealers, to carry as a side line a nationally 
known line of rawhide and Indian Tan Lace Leather. Please name terri- 
tory youy/cover in your reply. Address Box G-979, care of Harpwarr 
Ace, New York. 








WANTED—YOUNG MAN WITH CAR to travel in Wisconsin and 
Minnesota territory. Must have some selling experience. A very good 
opportunity to build good territory with established line. Salary and 
commission. Address Box G-980, care of Harpware Acr, New York. 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to lers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Hanpware Ace, New York. 








SALESMAN WANTED TO SELL a superior li f hanics’ 
tool chests en commission. No objection to noneconflictine’ ieee, ‘State 
territory attd other information regarding yourself in first letter. THE 
A. FISS COMPANY, 3939 Olive Street, St. Louis, Mo. 





HUSTLING SALESMEN wanted to sell on liberal commission basis 
our popular line of labor saving Magic Weeder Hoes to hardware trade. 


REICHARKD MFG. CO., Bangor, Pa. 


WANTED—LIVE WIRE, EXPERIENCED SALESMAN to sell lead- 
ing line of sliding door hardware in Boston and vicinity. Address Box 
G-959, care of HARDWARE AGE, New York. 


WANTED—EXPERIENCED HARDWARE MAN. Apply by letter 
in handwriting, stating experience and salary. Address Box G-967, care: 


of HArpwarE AGE, New York. 


WANTED—SALESMEN CALLING on retail sportin 
hardware dealers to carry side line of high powered air rifles. 
MAN ARMS CO., Rochester, N. Y 


POSITIONS WANTED 


EDUCATED AMERICAN SALESMAN, successful, aggressive, with 
best of references, now calling on hardware, department store and mill 
supply trade, wishes to form sales connection with responsible manufac- 
turer or jobber, either as sales manager or road man. Address Box 
G-983, care of Harpware AGE, New York. 











goods and 
CROSS- 











PURCHASING AGENT having ten years’ experience with large ma- 
chinery manufacturer, desires position as purchasin ent, salesman or 
sales correspondent in metropolitan district of New York. Mature execu- 
tive with broad business background. Address Box G-974, care of Harp- 


WARE Ace, New York. 


POSITION WANTED—PAINT DEPARTMENT MANAGER, by 
man of 45, with 15 years’ experience in this capacity, with wholesale or 
large retail store. Address Box G-947, care of Harpware Acz, New 


York. 

EXPERIENCED RETAIL HARDWARE SALESMAN desires a posi- 
tion on the road as traveling salesman. Address Box 7150-A, care of 
Harpware Ace, 1507 Otis Bldg., Chicago, Ill. 











SALES ACCOUNTS WANTED 


YOUNG MAN WITH 10 YEARS’ experience selling to wholesale and 
large retail trade in and around the Metropolitan District would like to 
take on one or two additional lines. Prefer padlocks, latches or carpenters 
tools, but would consider any standard or staple an established lines. If 
you have such a line and desire a capable, experienced and hardworking 
representative in this district, address Box G-961, care of Harpwarg Ace, 


New York. 


CANADIAN REPRESENTATION—MANUFACTURER’S AGENT 
with office in Winnipeg and good business connection with the ae 
hardware trade throughout the Provinces of Manitoba, Saskatchewan an 
Alberta would like to hear from manufacturers who desire to enter the 
Canadian western market. Lines in agricultural tools, building and rail- 
road construction, and heavy hardware particularly desired. Address 
Box G-954, care of HArpwArge Acz, New York. 











WOULD LIKE REPRESENTATION OF manufactured products for 
the hardware and electrical trade in New York State. Manufacturers only. 
Address correspondence to Box G-970, care of Harpware Acz, New York. 


SALES REPRESENTATIVES WANTED 


SALESMEN WANTED (by manufacturers rated over $300,000.00 and 
in business over twenty-two years) to sell high grade, moderately priced 
line of aluminum cooking utensils to retail trade. Have choice territory 
open. Exclusive territory. Full commission paid weeny, Snes com- 
mission on mail orders. We give salesmen real cooperation and have a 








splendid proposition for the right men. Will only consider men who have 
made good in the selling field. State fully your coenn _experencs and 
EYSE ALUMINUM COMPANY, Kewaunee, 


erritory you cover. 
isconsin. 


SALESMEN SELL SURETITE SCREEN TOPS on commission. 
Needed on millions of extension window screens. Overcomes common 
defect caused by wood getting wet and warping away from window above, 
thus leaving opening that destroys efficiency of screen. se Ow 25c. 
article. Sample freee ARCHARD SPECIALTIES CO., Grand Central 


Terminal, New York. 


REPRESENTATIVES WANTED TO HANDLE the newest thing out 
im glass; a Bent Glass Towel Bar. be carried as a side line by sales- 
men calling on buyers of bathroom fixtures and housefurnishing wares. 
Exclusive territory available to big producers. Address Box G-932, care 
of Harpwars Ace, New York. 


SALESMEN WANTED TO SELL Mephisto tools, for the States of 
Indiana, Missouri, Wisconsin, Tennessee, Mississippi, Alabama, Georgia. 
Address Box G-982, care of HArpware Ace, New York. 
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: McKINNON Ff | 4 Sayee 

: ALL STEEL pex Vernier Dials 
= Ss 

. HOSE REELS § ARE BEST ON ANY SET 

= S 

z , oS Write for name of 

= Light No Bolts $ nearest distributor. 

5 Strong No Screws 

° Ne. 10 Durable No Rivets § APEX ELEC. MFG. COMPANY 
5 - Dept. 235—1410 W. 59th St. 

Rf MANUFACTURED BY % CHICAGO 

5 McKINNON DASH CO., Buffalo, N.Y. & 
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HELP! MURDER! 
POLICE! 


Here! Here! What’s the row? 

Well, you see we all were discussing 
Fire Pots and all agreed that Clayton & 
Lambert Mfg. Co. made THE BEST. 
Then Jones claimed that C & L No. 91 
was the best all around Fire Pot made. 
McCarty yelled, “Come off, C & L No. 
22 beats it a mile.” O’Hara yelled, 
“You’re both wrong; C & L No. 80 is 


MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
AS the appearance of 
your store up to date. 
Write for catalogue show- 





a large number of styles yee 
~TON a AM > 
sultable ~~ eo © CN Gleam : my choice,” then the row began. Circu- 
\ Yen vee lar No. 140F is free; it will settle the 
° dispute. 
Milbradt Mfg. Co. Jobbers supply at factory price. 
2411 N. 10th St. 

No. 91 Fire Pot. Clayton & Lambert Mfg. Co. 


Ask for latest price. 6275 Beaubien St., DETROIT, MICH. 











St. Louis, Mo. 

















SIDE LINES FOR SALESMEN 
Many good salesmen are looking for profitable “Side Lines” 
to handle. 
What have you to offer? Give details—insert your ad in the “Classified 
portunities Section” of this paper and you’ll be reasonably sure to find a 
reliable salesman to represent you. 




















Oil, Molasses and 
Dairy Gates 


AXES SCYTHES| | 











and 
Scythes since 1812, Axes since 1800 Perfection Pattern. 
RIXFORD  Ss.°°. ; i Syracuse Stamping 
East Highgate, Vt. American Can Company Co. 
- Syracuse, New York 




















Tetiar end Oanated CRAYONS 
STANDARD CRAYON CO. 


— RIVETS — Danvers, Mass. 





Manufactured by 
U. S. Clothes Pin Co., Montpelier, Vt. 


Sales Dept. 
2101S Union Bank Bildg., Pittsburgh, Pa. 


a 








Se J. L. THOMPSON MFG. CO. =e 











Send for our Catalogue of 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., Barre, Vt. 





pier ““Pype’’ Drala Pipe Cleaner 
= yeur Jebber. Oldest and 


ELEVATORS 
DUMBWAITERS 
Write for our catalog 


Energy Elevator Ce. 
211 New St. Philadelphia 


frozen stacks drai 
ot ertoce Frode 


ACME OIL WO 











RKS 
125 So. Front St., Phila., Pa. 




















Economy 
Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 
pong wed Mfg. Co. 


iT > ‘Insist on getting Genuine 
Germantown Ave. 
Philadelphia, Pa. 
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THE ADVERTISERS INDEX is published - & convenience and not as a part of the advertising ww Every care will be taken to index correctly. 
0 nsert. 


allowance will be made for errors or failure to 
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Aocks & Hardware 


To show these to customers 
is to sell them 


GEM FOOD CHOPPERS for your women customers. Perfection Oil 
Gates for the men. Two fast-selling Sargent specialties which you can 
show to all your customers with assurance that they’ll be interested. 
No kitchen is complete without a good food chopper. But only a sur- 
prisingly few kitchens, when all are counted, can boast them. Most 
women will buy when they are shown the great convenience and economy 
of the Gem. Perfection Oil Gates are guaranteed leak-proof. Sales of 
these have increased steadily with the use of automobiles. 
































Even gasoline won’t leak 
from this oil gate 


The Perfection Oil Gate is guar- 
anteed not to leak’when used with 
either oil or gasoline. There is a big 
demand for it in private and public 
garages and in oil company stations. 
The Gem Food Chopper chops _ Selling an article like this is mainly 
every kind of food. It has self- a matter of letting people know 
sharpening cutters that cannot. that you have it. Part of your win- 





A self-sharpener—and 
it chops everything 

















break. It has so few parts it cannot 
get out of order. It is easy to use, 
easy to take apart, easy to clean. 
All parts are interchangeable. It is 
made in five convenient sizes and is 
priced so as to allow you to put an 
attractive marking on it and at the 
same time take a handsome profit. 


dow space devoted to its display 
will bring splendid returns. Thou- 
sands of oil gates were sold last 
year. You should get a share of this 
really profitable business. The Per- 
fection Oil Gate has a place for a 
padlock—which you can sell with 
additional profit. 


Pamphlets imprinted with your name will be furnished for 
mailing and counter use. Our Co-operative Advertising Ser- 
vice Booklet will also be sent upon request. Write today. 


SARGENT & COMPANY, Aardware Manufacturers 


NEW HAVEN, CONN. 


New York: 92-98 Centre St. Chicago: 221-223 W. Randolph St. 





SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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N producing Galvanoid, one organization 
mines and selects the ore, draws and tempers 
the wire, weaves the screen and electroplates 

it with pure zinc, after weaving. 


Tell this to your customers. Show them the 


label on the roll. Tell them that its durability 
and even mesh have made Galvanoid a leader 
for over fifteen years. 


AMERICAN WIRE FABRICS CORPORATION 
SUBSIDIARY OF 
WICKWIRE SPENCER STEEL COMPANY 


General Offices: 41 East Forty-second Street, New York 
Western Sales Office: 208 South LaSalle Street, Chicago 


Worcester Buffalo Cleveland Detroit 
San Francisco Los Angeles Seattle 


GALVANOID 


SCREEN WIRE CLOTH 
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FABRICS/ 
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WICKWIRE SPENCER PRODUCTS 
INCLUDE: . <4 





Netting 


Wire Nails, Brads and Staples. 

















Excelsior Galvanized Excelsior Wire 
Wire Clothes Line Picture Cord 
ce 


Perfection Door Springs 








